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Feature the ROYAL CHEST of Holmes & Edwards 


WHY? BECAUSE: 


~ ain 
New 1) ¢ ) TAY rs 1. Millions of Life Magazine readers will see it in a startling full 
color ad November 12. 


. Never before has silverplated flatware been displayed in such 
an impressive, glamorous setting. 


. This Christmas, it’s one of THE gifts— dramatic, unusual smart. 


4. A window or counter display in itself, it can’t help but help you 
multiply DeepSilver Christmas sales. 
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wherever she goes 


Diamonps of unmatched pride and beauty that will 
; | distinguish the wearer now and forever are available 
od | 10 ct. Mar- | : sail 
qui ue v1 ted Age! die: at all times from William Levine Company. 
J bracelet, 30 ct. diamond ‘ 
POEs 4 Mewond eer At your request, a selection from the world’s most 
| ; ; : ae 
ae ne beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


Wilham Levine Com bany 


importers and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 
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You may ask, ‘People are talking about what?"’, 
after looking at the charming young lady pic- 
tured on this month's cover. The young lady is 
modeling a diamond necklace and ring created 
by Primavesi and Kaufman of Montreal, Canada, 
who were among fifteen precious jewelry designers 
to receive awards at Diamonds U.S.A. on Oc- 
tober 17. 1956. However, this is just the start 
' for we want 


With 


f “People are talking about .. 
you, the jeweler, to be talked about too. 
this hint, turn to page 44, and be sure to read 


through page 56. 
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We are pleased to present Mr. Clarence L. Bergman of the Bergman Company, Inc., 
Omaha, Nebraska; distributor of Duet Custom Set rings. The stars in his eyes were 






placed there by the amazing acceptance of our Duet Custom Set line by his retailers. 






Clarence believes that the increased sales of these rings are due, in part, to our 2 year 













Guarantee on center stones and its accompanying store-traffic promotional package 
that really works. Other good reasons for the. success of our remarkable rings will 
become apparent to you when you see them. 


We would be pleased to send you the name of your Duet Custom Set distributor. 


Gut Coston Yk " the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 

@ MAKE ON-THE-SPOT REMOUNT SALES. 

@ SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 






KUSHNER & PINES, INC. 15 West 47th Street, New York 36, N. Y. 


* Pat. Pend. 
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HERE’S THE TRADE-MARK 


MESH 
WHITI NG & DAVIS CO 


pe 


D 
E-MARK REG. U.S. ANY 


THAT HOLDS THE TRADE 


t’s not enough merely to attract business. The thing is to 
hold it. Repeat buying by the consumer is the foundation 
of steady profit for the dealer. And confidence is the founda- f Ot NS 
e ‘ is bg —. 
tion of repeat buying. Products bearing the hon- 3 Hf, 4; 
hae D 5 = 
spiring this confidence for eighty years now. And \\ | | Wy \( 1 A/a ViS 
| | ' 


orable Whiting & Davis trade-mark have been in- 


CREATION ; 


the best stores in the land feature it with profit. 


Wuitinc & Davis, Inc. * Plainville, Mass. 


& DAMS 


HAND IN HAND WITH FASHION—SINCE 1876 
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I*foo CARAT ss | 34 POINTS «¢ diamonds 
SINGLE DIAMOND \ / ,, Whe Setting 

in this ring 23 Point center and 

11 melee, 1 pt. each 








This size center 


More Sparkle with about ‘% the ad 
“also the “Spectaculight” diamond weight... % the cost! like this diamond 


diamond are both natu- 
ral photographs and are sh ie esr 
sameataiane without any This is what you’ve wanted! This is what sells diamonds! More flash for far less 


retouching whatever. money. That’s the remarkable feat accomplished by this splendid new Karlan and 
A. Lecch, Phategragher Bleicher exclusive creation! Retailers acclaim “Spectaculight” as the greatest 
diamond volume booster ever. Stock it! Show it! Sell it! 


Round Marquise Man's Ring 


No. 195/4720 engage- No. 137/477068 engage- No. 138/47079 engage- No. 139/47067 engage- No. 9252/295 
ment ring. No. 45/4706 ment ring. No. 2/477068 ment ring. No. 2/47079 ment ring. No. 3/47067 
wedding ring. wedding ring. wedding ring. wedding ring. 


America’s leading 


HARLAN § BUEICHER ING. === 


settings in solitaires, 


newspaper advertising Re 136 W.52nd ST., NEW YORK 19, N. Y. lock sets, convention- 


mat service including 


large selection of ads in Naas OFFICES IN CHICAGO AND LOS ANGELES enene aban 020 al sets and men’s 


a variety of sizes... 


through your wholesale. STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. _ rings. See them! 








here comes the man & 


sd 
| 


from Gibraltar ... 


from the depths 
of the Sea! 


Harry B. Widmann, Pearl Diver 


We may have exaggerated slightly .. . but we have pointed up 
the fact that we go direct to the source! Gibraltar brings you the 
cultured pearls to meet your specific needs. No matter what 
your problem in pearls, the man from Gibraltar can fathom it. 


Complete Memo Selection . . . any size, quality, color or price 
range will be shipped to you on request. 


DIRECT IMPORTERS OF FINE CULTURED PEARLS 


GIBRALTAR 
Jaudliug Company 


46 WEST 40th BSYRERT « NEw VorRAK vs. N.Y 
JUdson 6-493935 °° CABLE ADDRESS: GISBRALINT 
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Top oO the Mark’ 





SERIES 709 


Cosmopolitan tastes are trained to recognize and 
appreciate advances— both in styling and quality. 
Current TOP honors unanimously go to Baker’s 
new line of Pailadium Tops, die-struck for men’s 
rings in 8 popular sizes. The fashionable illusion 
styling features long holding prongs... accommo- 
dates a wide range of diamond sizes. 

















SERIES 731 





Again, to blend with popular taste, a new line 

of small tops in the fashion-wise illusion styling... 

of brilliant, white, long-wearing Palladium to 

heighten the beauty of the stone. These new TOPS 
automatically add sell in any application — 12-0 vente 

earrings, colored stone, onyx and diamond 

rings, or brooches. Die-struck in 3 sizes. 


In addition to Jewelry Palladium, both 
Series 709 and 731 are available in 
14 karat Gold and Platinum. 





METALS 


113 ASTOR STREET, NEWARK 5, NEW JERSEY 





NEW YORK « SAN FRANCISCO «+ CHICAGO + LOS ANGELES 


*Famous, iofty, San Francisco 
landmark renowned for its 
cosmopolitan atmosphere and 
splendid view of the city and bay. 
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Now... 

a new watch created by 
Gruen to attract 

style-conscious spenders! 





GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIC...IN EUROPE: BIENNE, SWITZERLAND 














PRESENTING THE DANSANT— 
FOURTH IN A SERIES... 


You find a new kind of customer when you 
feature this and the other new 1957 Gruen 
watches. 

This customer spends a lot—and spends 
often—solely to keep up with the latest up-to- 
date styles. 

You want him! You want her, the style- 


conscious spenders. 







| This new Dansant 

(and the Eldorado, the 
Monaco, the Dalia shown here in previous 
months) have been styled especially to attract 
these new customers for you. 

Leading designers describe this watch as 
totally new in concept, yet completely repre- 
sentative of contemporary fashion. Call your 


Gruen representative about it. Call him now. 


GRUEN... 
TH 
LO 
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1 West 34th St., New York, ©. Y. 


Howard Seebeck 


10 South Wabash, Chicago, itl. 
Norman Gustafson 


3646 Mt. Vernon Drive, Los Angeles 8, Calif. 
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through your wholesaler. 
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good design... 


finest quality 
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and finish 
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Gold Filled Jewelry and Charms 
Sterling Jewelry and Charms 








’ 
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Our Extra Care... (ie 
Your Extra Profit! : 


General Plate’s Final Inspection 
Assures You... 


@ LESS MANUFACTURING COST 
@ GREATER CUSTOMER SATISFACTION 








pe aay re 


ay wa ~~" SJ ae OF 


ccurate 


« Dimensions are A 
® ¢ Stock is Eyl Quality 


nish Is Superior 


@ Fi 


We call it Final Inspection because it is the last of a series of careful 
inspections given all gold filled stock manufactured in General Plate’s modern, 
completely equipped plant. Why do we take this extra care? Simply because 
we insist on supplying the finest gold filled stock available in the industry. 

What does this final inspection mean to you? It means proper temper... 
which prolongs tool life . . . prevents orange peel . .. permits deeper drawing. . . 
minimizes annealing. It means accurate dimensions . . . proper grain size. It 
means a mirror finish that cuts down polishing time. And, it means your 
finished items will be finer . . . more beautiful . . . with greater sales appeal. 

Buy General Plate stock the next time you order. You will be making Look for the Mark 
sure you get this Gold Filled Extra Care! GOLD FILLED 


This government prescribed mark 
may read 10, 12, or 14 Karat Gold Filled, 
METALS & CONTROLS CORPORATION 
GENERAL PLATE DIVISION 
OFFICES: ATTLEBORO, MASS. NEW YORK, CHICAGO, LOS ANGELES 
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Palladium profit pointers ... one of a series 


WE Peg 


Make the magic of the moment 
live forever in her heart 








Visit the jeweler displaying this sign. Ask 
him to show you his jewelry created in 
gleaming white palladium. 


num. Its mirror-like brilliance brings 
out all the fire of a gem. 


When the occasion calls for jewelry 
... nothing but jewelry will do! 








And palladium is light as well as 
white. Comfortable to wear. It's strong, 
too. Holds your gemstones securely. 


4 * yn Jj i 

May we suggest palladium? i) i] 
he now of Yow choice 
=the hing Yowr hoot selents 





For palladium’: pure, radiant white- 
nuss speaks eloquently of love. Not 
only at the moment of giving .. . but 
ever after. 






John Ciovannetti: Engagement 
ring with center diamond, 6 side 
diamonds, $650: 9-diamond wed- 
ding ring, $155. In palladium. 





See some of the new exquisitely de- 
signed palladium jewelry. And ask 
your jeweler for a free copy of “The 
Eight Precious Metals.” Or write us. 











Palladium is a sister metal of plati- 





Lucien Piceard watch . . . with 20 fine 
matched diamonds, palladium case and 













bracelet .. 


Byard F. Brogan. . . 34-ruby guard 
ring, $185 . . . 40-diamond wedding ring, 
$175. Both in all-precious palladium. 


Spin! palladium earrings . . . brilliant 


cut and tapered baguette diamonds set 
off by 122 small diamonds. . . $1,300 
Jack Gutschneider bracelet . . . tradi- 
ti wauty enhanced with diamonds 
and sapphires. In palladium... $1 





Your man! Your ring! 
No wonder you want to sing! 
Especially, when the ring you select 
is beautifully white, all-precious pal- 
ladium! Sister metal of platinum. 
Here's what you can expect for the 
rest of your life when you choose a 
palladium ring. 
The gleaming whiteness of an all- 


A mirror-like brilliance that brings 
out all the fire of your diamond. 

A sense of security for your dia- 
mond. For palladium is strong... 
holds gems “for keeps.” 

So choose a palladium ring! 

We have inte resting booklets that 
tell you about palladium and the other 
all-precious metals. Drop us a post- 





Byard F. Brogan: Twist engage- 
ment ring, $775; wedding ring 
with 40 diamonds, $175. Styled in 
all-precious palladium, 





precious metal, card for your copies. 





PLATINUM METALS DIVISION e THE INTERNATIONAL NICKEL COMPANY, INC. 67 Wall Street, New York 5, N. Y. 
> 











Two free booklets on beautiful 
and rare palladium . . .“the pre- 
Civous metal fur precious monic nts,” 


Buy from the jeweler displaying this 
sign. Ask him to show you his jewelry 
created in gleaming white palladium, 










PLATINUM METALS DIVISION ¢ THE INTERNATIONAL NICKEL COMPANY, INC. ¢ 67 Wall Street, New York 5S, N.Y. 








Palladium Is 
NATIONALLY ADVERTISED 


...it tells your customers that “there’s no gift like jewelry” 










live in the jewelry you give.” That “there is no gift 
like jewelry!” 

Palladium is getting its share of publicity, too. 
From fashion editors, radio and television com- 
mentators. In the conversations of women all over 
America. 

Get the full benefit of this advertising ... by fea- 
turing the palladium sales aids in your window and 
counter displays. Just write us for the free Basic 
Merchandising Kit. 


A good friend of yours ...is palladium advertising. 





Month after month, year after year, this con- 
sumer advertising... appearing regularly in Holi- 
day, Harper’s Bazaar, Mademoiselle, Charm, Bride’s, 
Seventeen ...is steadily building acceptance, desire 
and sales for palladium jewelry. 










Not only for palladium jewelry, but for all kinds 
of precious jewelry. Because our national advertis- 
ing constantly tells your customers that “memories 






Palladium is modern... white ...all-precious ...lighi 


uv precious metal of the platinam group 









...strong...easily worked ... nationally advertised. 





PLATINUM METALS DIVISION’ « 





THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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The true measure of elegance is realized 
only after the passage of time. This is | 
especially true of Barel Bridals, whose 

. beauty is inherent in styling and 
craftsmanship. Every detail of their creation, ) 
from the original design by Fred Barel, 
through the last meticulous finishing 

by expert craftsmen, is reflected in 
enduring simplicity and elegance. 


Ask to see our full line of BAREL 
BRIDAL HAND CARVED Matched 
Wedding Ring Sets .. . the 
first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark 63 is 7 

stamped on the shank of : 

every ring, assuring you of a | 
Genuine Hand Carved Original. 





exclusively designed by 








24-Hour Service on all Special Orders Sold directly to the Retailer 
\ by the Manufacturer 
BRIDAL RING COMPANY, INC. _\ Messwiteleiecurenrenant 
87 Nassau Street e New York 38 ' | 
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NEW ADDRESS: 1311 LOMBARD STREET, PHILADELPHIA 47, PA. 


Send for our latest catalog today 
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with the only add-on story in the business 


Dur Gee OVEN os 6 sie 


“A 


PRESSURE COOKER ... 





... and the best pricing! 


/ Sales multiply and multiply 





rd. ial 


SAUCE PAN ... 91395" 


9” FRY PAN 


@ Each appliance run by the same $6.95 Control-Master! 


@® Each appliance washes completely under water! 


@® Each appliance priced far 


When a customer buys one 
Presto Control-Master appliance, 
your profit story is only begin- 
ning. You have five more chances 
to sell the same customer, be- 
cause once she has a Control- 
Master, she saves $6.95 on each 
appliance she adds. 

Because the appliances are priced 
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below competition! 


separately, you can feature and 
display the lowest prices in the 
industry—yet offer top quality 
with full mark-up for you. This 
new concept in appliance selling 
is making money for dealers all 
over the country. See your Presto 
distributor now, in time for the 
biggest Christmas business ever! 


Prestos Operation Jack Rabbit 


BRINGS YOU 6 APPLIANCES 
RUN BY A SINGLE CONTROL 


A A TG a ta 
i 
~~ 
— 
~~ 


WW” FRY PAN... 21295" 


GRIDDLE 


















MILLION DOLLAR 
AD PROGRAM 


featuring color spreads 
in major magazines 


NATION WIDE 
TELEVISION 


to saturate local markets! 









Appliances 


National Presto Industries, Inc., Eau Claire, 

Wis. Makers of Presto Electric Deep-Fry jem 
Cookers, Steam Irons, Coffeemakers. Presto. Ay») 
Cookers and Canners. 


| 
| r 
Mensfactures’s recommended retail or Fair Trade price. Fed. tax Ww 


15 































Hamilton goes all out to help you 
set a new Christmas sales record 





This is it for Christmas ...adazzling It’s easy to see why your Hamiltons will 
selection of promotable, profitable Hamil- __ sell . . . and why jewelers like to sell them! 
ton watches; compelling full-color adver- All of Hamilton’s promotional power is 
tising, and a king-size promotion package __lined up directly behind you, the jeweler. 
to wrap it all up! And you'll be first to reap the rewards. 





Use these sales helps to keep your cash register ringing 


NEWSPAPER AD MATS 





TRAFFIC-BUILDER 









DISPLAY MATERIAL RADIO AND TV ADVERTISING MATERIAL 





THE INDUSTRY’S FINEST CHRISTMAS GIFT CATALOG 













Plan now to use these proven sales aids to feature Hamilton 
watches. In your window ... on the counter... and in your 
store's Christmas advertising... your tie-in with Hamilton 
makes your store Christmas gift headquarters. 








Notice this emphasis on you—the jeweler! 


Your customers will see this ad in the 7 isc Gans celts nite othe adel 
Reader’s Digest, The Saturday Evening _ 
watches at your jeweler’s, : ’ ; 







Post, The New Yorker, National Geo- 
graphic, Esquire, This Week, Parade, 
Family Weekly, plus other leading Sun- 
day newspapers coast to coast. 


HANI/LTOlN 


+4 HAMILTON WATCH COMPANY e LANCASTER, PENNSYLVANIA 
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The gift of a Hamilton is a Christmas tradition born anew every year 


This tradition lives because there's no more personal gift than a watch, 


no finer watch than a Hamilton. See these and the many other Hamilton 


watches at your jeweler’s, and you'll know why Hamilton is 


such a fine watch to give or get, $39.50 to $10,000. Then choose for 


beauty, choose for love—here is a gift of time for all time. 


HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 


FTAA N7/ LT ON 1 


THE WATCH JEWELERS RECOMMEND MORE OFTEN THAN ANY OTHER 


A. GILDA Yellow case, stainless-steel back. With 
cord, $45. With bracelet, $49.50. 


B. AURELt 10K gold-filled case. Stainless-steel 
back. With cord, $69.50. With bracelet, $75. 


C. RADIANT “H"t 6 diamonds, 14K yellow or 
white gold case. $175. 


D. MATINEE? 14K gold case. $100. 


E. STORMKING IV 10K yellow gold-filled case, 
stainless-steel back, water-proof*. With strap, 


$79.50. With expansion band, $89.50. 


F. PAXTON Yellow case, stainless-steel back. 
With strap, $39.50. With expansion band, $45. 





G. K-405 Automatic. 10K gold-filled case, self- 
winding, shock-resistant. With strap, $95. With 
expansion band, $100. 


*Provided original seal is restored if opened for service 


TFive-Feature watches. 











Attias 
ol ‘ey 


im 


4 















Wallou Quality sted... 


BUTTON BACKS and POSTS 








Make Ballou your Button Back Headquarters and 
be sure of quality features found in Ballou findings. 
Full cut machine threads, exacting die work, 
knurled edge backs . . . to meet your specific require- 


ments. You can be sure that Ballou button backs fit 






the threaded posts accurately. 





FINDINGS — 
The Foundation of Good Jewelry 








B. A. BALLOU & COMPANY INC. 
61 Peck Street °* Providence 2, R. I. 
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Perfectly timed for Christmas 
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For gentle awakening on Christmas Hn 
morning and year ‘round entertainment, 
offer your customers Granco clock 


radios with static-free FM as well as AM! 





4a ° ae : ' ) 
Granco “Musichron™ clock radios Granco FM “Music Hall” Radio —_Granco FM-AM “Concert Hall” 
come in five beautiful House & Garden (Model 610€).. . $3495 Radio (Model 7308)... $4995 
decorator colors... receive all FM Hi-fi conscious America wants FM... 
stations in addition to standard AM and Granco has it from $34.95 
programs. The Telechron electric clock Granco, the only radio line featuring FM, offers perfect 


gift merchandise — static-free, drift-free FM . . . with 


with sweep second hand permits — ag ; 
remarkable sensitivity, sharp selectivity, exceptional 


automatic operation. Model 760... tone quality and volume. Your customers want FM, 
from $54.95. Model 770 has a radio want to give FM. Now—Granco makes it possible 

\ for them to have it . . . with a complete line of popular- 
alarm, buzzer alarm, slumber switch priced FM and FM-AM radios and radio-phonograph 
and automatic appliance outlet combinations. 


List prices shown are slightly higher in West and South. 





... from only $64.95. 


[7> GD GES GHD GED GE GD GD GS Ge ae a ee eee eee 




















| JCK | 
FM nears GRANGO {| 2412, mooucrs, ne 
: 36-07 20th Ave., Long Island City 5, N. Y. ; 
| . se | want to know more about GRANCO FMI Rush full i 
; 4 : : : details and specification sheets. I 
GRAR CQO Ft 
PRODUCTS INC. COMPANY 
| STREET J 
| 
CITY ZONE STATE j 
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ALL HANDS POINT 10 THE 


It’s the watch of the month... and the sales 
to all the bright, new wonders in your modern, 


November! And vour national advertisement from [he Watchmakers of 
Switzerland features the world’s most wanted watch—the self-winder. 
Take the cue. Feature self-winders in your windows, displays and local 


advertising, too. There are three good reasons why it will pay. 







You're heading into the gift-giving season. Your customers are eagerly 
searching for those gifts of originality. The self-winding watch ...1n its 
wide, new range of styles for both men and women... is such a gift. Sur- 
veys show—and sales prove—it is the most wanted, modern timepiece in 


America today. 


Self-winding watches practically demonstrate themselves. Their princi- 
ple is easy to explain and understand. Their action is fascinating. And 
their advantages so self-evident, even the most skeptical customer is 
promptly and firmly sold. 


Once you ve opened your customer's eyes to the easily demonstrated won- 





ders of the self-winding watch, he’s a cinch to want to know about the 






modern advances in all timekeeping. Here is your golden opportunity 






to exhibit the other jeweled-lever Swiss watches in your inventory, such 






as: chronographs, calendars, the water-, shock-resistants and anti- 






magnetics...the ultra thin and tiny fashion watches. 











Plan now to capitalize on the unlimited sales and profit opportunities in 


your modern, jeweled-lever Swiss watch inventory. Use the self-winder as 






your leader— let it guide your customers into a survey of all the other 






fascinating watches in your stock. This is the stuff of which sales—and 






profits—are made. 






Reminder: Copies of our self-winding-watch booklet are still avail- 






able. Io receive one without charge, write today: The Watchmakers 
of Switzerland, c/o Suite 1105, 730 Fifth Avenue, New York 19, N.Y. 







The WATCHMAKERS 







OF SWITZERLAND 
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SELF-WINDING WAICH 


magnet that attracts fresh attention 
jeweled-lever Swiss watch inventory. 





Watch...and it winds itself 


What mak a 
es the Swiss Pn | . 
wanted ? , s self winding watch 80 


— ahead of time—all the time 
ou’ ll see this in the wi 
' ‘ € wide vari jew 
is lever Swiss watches that ee Ronan 
c ion. Presto! You've a watch automatical] 
ound for 36-or-more hours ahead! ' 


The Principle of self. 
anoth ime’ 


itzerland 


© ne Swiss F 
Federation of w 
ateh Manufact 
urers 


Ee gp ee 
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: “ ae 
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This is your November 
advertisement from The 
Watchmakers of Switzerland. 
Note that in this, as in 

all our promotional 

efforts for the past 10 
years, prominent mention 

is given to your 

now-famous slogan: 





“For the gifts you'll give with pride, let your jeweler be your guide” 
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Enicar presents 


the first ladies’ watches 
with Super-Slim movements 
of Split-Second 


Accuracy ! 


ll time 


watfag feature the COMPLET E ULTRASONIC. PROCESS 


ass ring you that your Enicar ‘Silhouette’ will not require 


ch aning or oiling for three years. 
See them at your local jeweler today. 


Aes eduortiod, iw 


ENICAR Watch Corporation, 681 Fifth Avenue, New York 22, N. Y. 
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You're Bound for 


Big Holiday 
Business - 


with Forstner’s Fabulous 
Gift Assortment—for Every 
Member of the Family! Forstner fashions glamorous 
matched sets of brooches and ear- 


Give yourself your biggest profit-making Christmas with the ee gisele 2: shaman 
Forstner fine family of jewelry! Now Forstner offers a wide 4 


and wonderful assortment of gifts of matchless beauty. Fash- A 









ioned into each attractive piece—the famed Forstner quality 
that makes customers buy after they stop to admire! 

Little wonder that fine Forstner jewelry is bound te be 
your fastest selling holiday line! Ask your authorized whole- 





saler to show you the complete Forstner collection — today! 


Forstner fashions distinguished watch- 
bands with unusual “‘fit features’. . . 
for men and women of good taste. 


Forstner, inc., irvington 11, N. J. 


Showrooms: 
320 Fifth Avenue, New York 1, N. Y. 448 So. Hill Street, Los Angeles 13, Cal. 29 East Madison Street, Chicago 2, iil. 





3 | - 
Forstner fashions captivating Forstner fashions key chains in wel- er Le 
charm bracelets for the young come variety .. . long and short... o ag 

in heart... from teen-age up. for every member of the family. £- L 











only 1% jewelers 


in 10" can get these watches 








— 2s — $2.Q50 
SELF-WIND WATERPROOFS* th 


Because your customers demand modern styling, Croton brings a 
new thinness to these self-wind waterproofs*. For men, the ultra- 
thin “Aquamatic Champion”: knife-edge case with 10K yellow GF 
top and steel back. 17 jewels. Leather strap. 

For women, the ultra-thin “Aquamatic Swan’: with 10K yellow GF 
top and steel back. 17 jewels. Leather strap. 

Men‘s Models available in 25 jewels from $59.50 to $200. 


*As long as case is unopened, crystal intact. TAU prices are retail and include Fed. Taz. 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N.Y. 
Fine watches since 1878. 


**For over 78 years, quality rather 
than quantity has been stressed by 
Croton Watchmrakers. Slow, 
painstaking craftsmanship and much 
time is neede” to produce these 
perfect watches. For that reason, 
production is limited, and only 

1% jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece. 
Only these few can take advantage 
of our much higher markup. 


See order coupon on page 23 
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only 1% jewelers 


in 10" can get these watches 













VES 
+ % | 
2 
« Sawa 
ce 
Cs 
$29.957 é $120.7 gee $24.957 ie 
The ‘‘Daisy’’: 17 jewels in 10K The “‘Empress’’: 14K gold bracelet 4 The ‘“‘Nursine’’: Nurses watch The “‘Nun’s Watch’’ 
white or yellow RGP case P vind case with 17 jewe “ As Melle ee em ae 
; with steel Dack and cord | 





9 jewels. Strap 











aA 
.. witn GUARANTEED 


UNBREA 
$75.007 3 $120.7 $59.50 KABLE MAINSPRing 





. AND BALANCE STAFF; 
A OE ae The “Lancelot”: Ultra thin 17-iewe The ‘‘Alert’’: Waterproof* wrist ; 

The “Aquadate™: 17-jewel self wir _ men's dress watch in white or alarm. 17 jewels in ali steel 

GF with steel back. yellow 14K case with 


case with strap 
18K dial and leather strap 











*As long as case is unopened, crystal intact. 
tAll prices are retail, and include Fed. Taz. 
CROTON NIVADA-GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. 


Please send me the following watches: 


ORDER NOW 


Use this order blank 
for watches illustrated 
on preceding pages. 


NAME PRICE NAME PRICE 


AQUAMATIC CHAMPION $ 69.50 NUN'S WATCH $ 39.95 


AQUAMATIC SWAN $ 69.50 AQUADATE 


DAISY $ 29.95 LANCELOT 


A 


EMPRESS $120 


NURSINE $ 24.95 


CROTON 


NIVADA-GRENCHEN 


NAME__ 


gS ae Bie 
Distributed by 


CROTON wartcu co. 
404 Fourth Ave., New York 16, N. Y. 
Fine watches since 1878. 


ADDRESS___ 


CITY | 








WALL 


TAKE these five, for example—and take the profits 
they'll bring you! Here are five Taylor beauties that are 
little jewels to sell and real gems for the satisfied cus- 
tomers they make. 

Lots of profit in a little space—that’s what Taylor 
quality instruments mean for the jewelry store. Mark- 
downs and returns? Practically unheard of! 


FIVER 


Put these where your customers will see them. They'll 
know them because they will be seeing Taylor ads in 
Collier's, The Saturday Evening Post, New Yorker, Better 
Homes & Gardens, National Geographic Magazine. Hand- 
some easel-backed counter cards of the full-color ads 
in Collier's are stiil available. Taylor Instrument Com- 
panies, Rochester, N. Y., and Toronto, Canada. 





Taylor's new WILSHIRE PENDANT 
has exclusive STORMOGUIDE* dial 
for detailed weather forecasts. 
Tells the temperature and humid- 
ity, too. Hand-rubbed walnut case 
on brass-finished frame. 20” long, 
6” square barometer section. 
Weight: 3 lbs. * 2474. $27.50. 


sateen 


This striking new Taylor DESK THERMOM- 


ETER is a fine business gift . . . and low- 
priced enough to give in quantity! Bi-metal- 
lic thermometer with clear plastic front and 
grained brass shell. 34’’ high. Each in a 
box, six to a carton. Carton weight: 1 Ib. 
8 ozs. * 5375. Each $2.75. 


Here is the unusually handsome and new 
PLYMOUTH STQRMQGUIDE COMBINATION. 
Forecasts weather, tells heat and humidity. 
Twin grained aluminum dials are set in 
natural maple, hang on wall or from black 
metal stand. Brass bezels and hangers. 9’’ x 
5”. Weighs one pound. * 2573. $18.95. 


Elegant beyond its price, the new Taylor 
‘OUTRIGGER’ WALL THERMOMETER makes 
a handsome Christmas present. Mahogany- 
finished wood back has gold plastic bulb 
guard and brass “outrigger’’ side bows. 
Each in box, 6 to carton. * 5142. $2.50 each. 


A miniature pendant with a modern touch, 
the new FAIRFIELD is a decorator’s choice 
in green or black plastic. Grained aluminum 
barometer dial and thermometer scale are 
easy-as-Taylor to read. 914" high, weighs 
10 ozs. * 2475. $8.95. 

*Reg. U.S. Pat. Off. 


All barometers shown here have Taylor’s exclusive altitude adjustment for correct readings where they are used. STORMOGUIDE models 
have unique detailed forecasts. Only Taylor offers these two strong-selling features! Standard models made for altitudes 
to 3500 feet. For elevations from 3500 to 7000 feet, add “HA” tc Catalog Number and $2.50 to price. 
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The customers come, see it and buy! That's the history of 





the new Forrex-5 by Forstner—the revolutionary expansion bracelet 
introduced just a few months ago! 


5 reasons why 


Fortex-5 makes all We gave you a watch band to outwear, outperform and 
other expansion bands outshine all ordinary expansion bracelets—backed it with our 5-year 
old-fashioned! guarantee. You recognized a product that assures a satisfied custome 
every time—you stocked, displayed, promoted it! 
1 REVOLUTIONARY NEW For the future—we predict exciting profit possibilities! We 
HERCULOCK” CONSTRUCTION hand you the selling ammunition with many dealer aids. Forstner is 
Stronger, more durable, more , : ; . —- 
dependable! behind your efforts 100%, of course, with a big national advertising 
campaign! 
INCREDIBLE FLEXIBILITY 
Stretch, twist, even knot it! If you are not selling FortTex-5 you should be—for your 
Fortex-5 snaps back every time! own profits’ sake! Call or write your Forstner Wholesaler NOW! 
NO UNSIGHTLY GAPS Available in 5 brilliant styles for men 
-. even when fully expanded Gold-filled $12.95 F1.l. Stainless Steel $8.95 
SHORTEN OR LENGTHEN IT Straight or Curved Ends 


YOURSELF... extra long and extra 
short lengths also available 








—~ 


WATERPROOF! YOUR BUSINESS 


WEATHERPROOF! FOOLPROOF! WILL THRIVE WITH OLstNE, 
Ideal for all waterproof watches! 


FO RTE xX KH JEWELRY'S NAME FOR QUALITY 


Oo AW ND 















Forstner, iInc., Irvington 11, N. J. 







Showrooms: 





320 Fifth Avenue, New York 1, N. Y. 448 So. Hill Street, Los Angeles 13, Cai. 29 East Madison Street, Chicago 2, itll 





Vincent Price gives his wife, Mary, 
a Gold Filled Christmas present. Star 
of screen and stage, Vincent Price 
has recently been spotlighted nationally 
as an art connoisseur on the top TV 
show $64,000 Challenge. 


Amy Vanderbilt — member of America’s 
t family and author of ““Amy 
Vanderbilt's Complete Book of 
Etiquette”. Mrs. Vanderbilt is 
presen her son with a fee — 
custom designed in Gold Filled. 


HOUS [ELLs 


SS ee 
Be gree oe Fe NS 


National Open Golf Champion 
and top money winner in the 1955-56 
Pro Circuit, Cary Middlecoff 
wages. = wife her Gold Filled 
istmas present. 


He, 
ape 


Prince and Princess Obolensky — 
members of one of Europe’s oldest royal 
families and noted New York Caterers. 
Prince Obolensky gives the Princess 
her Gold Filled Christmas gift. 
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Gold Filled Christmas Gifts 


in ads like these 


Pre-selling 
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Gold Filled has a continuing advertising campaign in 
two of America’s leading magazines — Life and the 
Saturday Evening Post — reaching millions of readers. 


In each of these ads social leaders, stars of sports and filmland 
will be shown giving Christmas gifts made of Gold Filled. 


Featuring famous names and beautiful, original designs it will be selling 
more millions than ever on the beauty, durability and value of Gold Filled. 


GOLD FILLED MANUFACTURERS ASSOCIATION, ATTLEBORO, MASSACHUSETTS 
Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. « General Plate Division — Metals and Controls « Horton Angeli Co. + Improved Seamless Wire Co. « Leach & Garner Co. 
D. E. Makepeace, Division — Union Plate & Wire Co. . 1. Stern & Co., Inc. . Standard Metals Corp. . A. T. Wall Co. . H. A. Wilson Co., Inc. 
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EXCLUSIVE DISTRIBUTION 
IN THE UNITED STATES 


IN ADDITION TO CANADA 


KIEFER EXPANDRO . . . A SALES PROVEN SUCCESS 


WITH STREAMLINED STYLING 






@ A new conception in expansion bracelets 


@ Can be used with all Kiefer Expandro bracelets 

The smart link design sells on sight. Offers an un- 

broken sweep, no rivets, rounded edges, the back 

© Practical and quickly attached completely smooth so it will not catch hair on the 

@ Satisfaction unconditionally gucranteed wrist. U end on ladies’ bracelets can be fitted to all 
widths of dress watch lugs. 


@ Styled for your more discriminating customers 





RENO LEPAUTE OSCILLOGRAPH 





Registers by means of sparks on a continuously 
unwinding paper band, thus ensuring perfect and 
silent running. Comprises a new type of Cardan 
fitted microphone allowing control of every move- 
ment in any position, and direct adjustment of the 
exposed works, together with ear-phone amplifier. 
A spring clip microphone is available for use with 
clocks, or out-of-case movements. 








wondecnres ond ovrtwon ot — FMAM Manufacturing Company Ltd. 


Children's Jewelry, Seamless wed- 
ding bands and Fine Jewelry—tfor 


almost a quarter of a century. 2038 N. Telegraph Road Tillsonburg 
Dearborn 7, Michigan Ontario, Canada 
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Her Cost Was Less — Your Profit More 


because you bought Qumonda DIRECT FROM ANTWERP 


This delighted customer just bought a beautiful dia- 
mond in your store—and saved money. Of course, she 
will tell her friends about it. You make new customers 
— increase your sales—and your profits. You can offer 
better diamond values than your competitors and still 
make up to 4 more profit on every sale because you 
know the secret of buying your diamonds direct from 
Antwerp. 

Why do diamonds cost up to % less when you buy 
direct from Antwerp? You eliminate the Importer’s 
expenses — his costly buying trips from New York to 
Europe—his overhead —and, of course, his profit. In 
fact 24 of the diamonds sold in the United States come 
from Antwerp, Belgium, so it is more than likely that 
your Importer’s diamonds are purchased there. 


With direct-from-Antwerp diamonds, you have the 
greatest possible selection — much greater than any 





Just one of the featured Goldenstein diamond of- 
ferings is “Operation 248.”" Under this plan the 
postman collects the small customs duty on all orders 
of $248.00. There is a separate folder explaining 
“Operation 248” in detail and quoting assortments. 
Write for your free copy. 
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single importer could offer — because your orders are 
filled from the 1800 vaults at our disposal. 


And you buy directly from Antwerp as easily as from 
your Importer. Your orders are shipped direct to you. 
Customs clearance, paper work—everything is handled 
by us. Every stone is guaranteed so you can always be 
sure you are getting what you ordered. 


It’s that simple to get your diamonds from Antwerp. 
Diamonds at considerable savings, diamonds that build 
your sales — diamonds that give you greater profits. 


=. 


Today Air Mail your 
request (15¢ per 2 oz.) 
for a price list or a 
specific quotation, 
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JOACHIM GOLDENSTEIN 


DIAMOND CLUB, ANTWERP 1, BELGIUM 











ADVERTISED IN 





Make the most of LIFE ...1t makes more for YOU! 





Voted top sales tool by the jewelry trade, the fa- 
mous “‘Advertised-in-LIFE”’ symbol makes more 
for you for many good reasons: 


1. LIFE leads all other weekly magazines in readers 
and circulation. 


2. LIFE pre-sells more people on more jewelry 
products . . . because more jewelry manufac- 
turers invest more advertising dollars in LIFE 
for selling than in any other magazine. 


3. LIFE pre-sells at the local level . . . by reaching 
3 out of 5 households in the average community 
in the course of 13 issues. . 
your customers each and every week. 


They’re the highlights. On all counts, you’ll find 
regular use of the “‘Advertised-in-LIFE” symbol 
makes selling easier . . . and customers happier. 


. by influencing 


Feature these top jewelry items to be advertised in LIFE during your biggest selling season 


November 5 

Argus Cameras—page, color 

De Beers Diamonds—page, color 
Schick Electric Shavers—-page, color 
International Stainless—page 
Longines-Wittnauer—page 

Ronson Lighters—page 

Bell and Howell—'4 page 

Parker Pens—'4 page 

Starfire Diamond Rings—'%, page, color 


November 12 
Parker Pens—pzge, color facing page, color 
Holmes & Edwards—page, color 
Libbey Glassware—page, color 
Royal Electric Typewriters—page, color 
Webcor, Inc.—page, color 
Longines-Wittnauer Watch Co.—page 
Norelco Shavers—page 
Polaroid Cameras—page 
Burroughs Adding Machines—\ page, color 
Gold Filled Manufacturers Assn.— 

i4 page, color 
Rell cad Howell—'4 page 
Helbros Watch Co.—\¥ page 
Herold Cameras—'y page 
Herold Clocks—'% page 
Viewlex, Inc.—¥ page 


November 19 

American Cyanamid (Melmac Dinnefware) 
—page, color 

Ansco—page, color 

Argus Projectors—page, color 

I1BM—page, color 

International Sterling—page, color 

Remington Shavers—page, color 

Sheaffer Pen Co.—page, color 

Smith-Corona—page, color 

Longines-Wittnauer Watch Co.—page 

Mido Watch—page 

Ronson Lighters—page 

Artcarved—l4 page 

Bell and Howell—\ page 

Parker Pens—'Y page 

Herold Ladies Shavers—'4 page 

Minox Camera—'4 page 

Crown Luggage—14 lines 





November 26 
Wallace Sterling—3'% pages 


30 


Eastman Kodak—spread, color 
Girard Perregaux Watches—spread 
Coro Jewelry—page, color 

1847 Rogers Bros.—page, color 

IBM Typewriters—page, color 

Paper Mate Pens—page, color 

Parker Pens—page, color 

Royal Portable Typewriters—page, color 
Schick Electric Shavers—page, color 
Sheaffer Pen Co.—page, color 
Underwood Typewriters—page, color 
Longines-Wittnauer Watch Co.—page 
Polaroid Cameras—page 

Gold Filled Manu. Assn.—!4 page, color 
Webcor, Inc.—!4 page 

Krementz & Co.—'4 page 

Marathon Co.—\4 page 

Optics Manuf. Corp.—'% page 
Herold Ladies Shavers—'4 page 
Minox Camera—\% page 

Jefferson Electric Clocks—S56 lines 
Hampden Watch Co.—14 lines 





December 3 

Ansco—page, color facing page, color 

Amity Leather Products Company 
page, facing page, color 

Argus Cameras—spread, color 

Omega Watches—spread 

International Sterling—page, color 

Parker Pens—page, color 

Remington Shavers—page, color 

Ronson Shavers—page, color 

Scripto Pens and Pencils—page, color 

Sheaffer Pen Company—page, color 

Shwayder (Samsonite Luggage)—page, color 

Trifari—page, color 

U. S. Trunk Company—page, color 

Webcor, Inc.—page, color 

Bolex Cameras—page 

The Meeker Company (Handbags)—page 

Polaroid Cameras—page 

Mele Manuf. Company—\, page, color 

Revere Camera Co.—!4 page, color 

Bell and Howell—', page 

Longines-Wittnauer Watch Company— 
VY, page 

Sawyer’s View-Master—!4 page 

Shield’s Men’s Jewelry—'4 page 

Swank—}], page 


Krementz & Co.—\4 page 

Starfire Diamond Rings—\4 page, color 
La Mode Men’s Jewelry—'4 page 
Minox Camera—'4 page 

Viewlex, Inc.—'4 page 

Opti-Ray Sunglasses—14 lines 


December 10 

Parker Pens—page, color facing page 

Schick Electric Shavers—{men’s)— 
spread, color 

Shwayder (Samsonite Luggage)— 
spread, color 

Norelco Shavers—spread 

Amity Leather Products Company— 
page, color 

Ansco—page, color 

Buxton—page, color 

Eastman Kodak—page, color 

1847 Rogers Bros.—page, color 

Remington Shavers—page, color 

Sheaffer Pen Company—page, color 

Sunbeam Shavers—page, color 

Swank—page, color 

Keepsake Diamond Rings—page 

Longines-Wittnauer Watch Company 

Polaroid Cameras—page 

Ronson Shavers—page 

Gold Filled Manuf. Assn.—!'4 page, color 

Bell and Howell—!4 page 

La Modes Men’s Jewelry—'% page 

Minox Camera—',% page 


-page 


December 17 

Esterbrook Pens—page, color facing page 
Ansco—spread, color 

Elgin Watches—spread, color 

Paper Mate Pens—page, color 
Remington Shavers—page, color 
Ronson Lighters—page, color 
Underwood Typewriters—page, color 
Zippo Lighters—page, color 

Polaroid Cameras—page 

Bell and Howell—'4 page 

Parker Pens—!, page 





December 24 
De Beers Diamonds—page, color 


Sources: Audience: A Study of the Household Ac- 


cumulative Audience of LIFE. Advertising Reve- 
nue: P.I.B., first half, 1956. 
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INCABLOC PROTECTS THE VITAL PARTS OF A WATCH | 


AGAINST DAMAGE: FROM EVERYDAY SHOCKS. 7 an / 
. j \ | \ , 
F | y ° 
INCABLOC MAINTAINS THE ACCURACY OF. A WATCH. \ \ \ o 
INCABLOC EXTENDS 6 > 0 Sue 0 0) ae O) ee. Gan oO \ . es. 


AND— JUST AS IMPORTANT —INCABLOC PROTECTS XN. \ 2 \ -_ 
é ae \ 

YOU BECAUSE...IT REDUCES RETURNS AND SERVIC- \ ks we 

ING DURING THE GUARANTEE PERIOD TO A.MINIMUM 


..»- KEEPS YOUR CUSTOMERS SATISFIED. 





SO WHY NOT LET INCABLOC WORK FOR YOU, SELL a | ee ae. 
FOR YOU?. IDENTIFY YOUR STORE WITH INCABLOC’S , —_ 
GREATER, MORE POWERFUL ADVERTISING CAMPAIGN | | ee. Oe 
IN LIFE, SATURDAY EVENING POST, WOMAN’S HOME 
COMPANION, COLLIER’S, NEW YORK TIMES MAGAZINE, 

WOMAN'S DAY, MADEMOISELLE, ESQUIRE, COSMOPOLI- 


TAN, FARM JOURNAL ad EBONY. 


Write for INCABLOC selling | Vide jue Seoihiortauia 
atds and prometional. material. *  INCABLOC CORPORATION, 15 West 46th Street, New York. New York 

















VALUABLE INFORMATION 


For Every Jewelry Manufacturer... 


BU LLETIN 2} 
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THIS NEW BULLETIN lists the full line of Handy & | 
Harman Karat Gold Solders which includes a composition for | 
every present day soldering need in the jewelry field. It gives 
essential data for each composition. The bulletin also covers the 
FUNDAMENTALS of gold soldering and the procedures for meeting 
a wide variety of soldering requirements and conditions. A copy 
is yours — free. Write for Bulletin 21 today. 


HANDY & HARMAN 


82 FULTON STREET e NEW YORK 38, N. Y. 
UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 


Quality frrectous metals since 1867 














BRIDGEPORT, CONN. © CHICACO, ILL, © LOS ANGELES, CALIF. * PROVIDENCE, R.1.* TORONTO, CANADA 
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as with fingerprints, so in the case of men selling a business . 


To sell a business complete, outright? 

To sell the stock and want it moved out at once? 

To run a going-out-of-business sale? The circumstances 
of one man’s selling are never exactly like another's. 
One of the advantages of an organization as large 
and widely-equipped as ours, is that nine chances 

out of ten, we can meet individual requirements. 


for 53 years specialists in cash-buying or liquidating jewelry stores and stocks. 
Consult Gordon Brothers without obligation... . 38 Bromfield Street, Boston. HAncock 6-3233 
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_ SELF-WIND WATCH 


"*14°° 


Now pre-selling your Christmas Gift 









—— 





trade with the power of television 

“a i on the Sunday Night 

| STEVE ALLEN SHOW 

8 to 9 PM E.S.T. on 

the full NBC Network... 
reinforced with powerful 










Look at these 
selling features: 






Automatically 


= advertising in The 






winds itself 







Saturday Evening Post. | 





e Full 360° rotor 






The new Timex Self-wind watch is a cinch to sell for gifts 
because it practically sells itself ...at only $14.95. Count on 
the tremendous impact of Timex advertising to bring in a 
flow of gift customers ...to give you Timex turnover... 
over and over. Contact your Timex 
distributor. Stock up on Timex. 
Ask for merchandising helps. 





@ Shock-resistant 






e Famous V-Conic 






escapement 















e Armalloy bearings 










e Chrome Bezel 





e@ Unbreakable crystal 











NEW ASSORTMENT DISPLAY #3988 


Install this colorful free Timex 
display in your window. It moves! s 
It’s fascinating to watch. It Ym. 

holds four Timex watches. 

Dealer cost $39.88 





e Sweep-second hand 









e Padded leather strap 














e Stainless Steel back 






More people buy 7 2 é ip’, e se than any other watch 


500 Fifth Avenue, New York 36, N. Y. « 





1300 Jane St., Toronto, Canada 
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very elegantly yours... 


endome 


VENDOME. A DIVISION OF CORO INC... NEW YORK 


This imaginative collection of VENDOME jewelry has been created by 
the most talented designers in America, and on the continent, 

to translate “fashion-firsts” into a sophisticated collection of 
couturier jewelry with a continental flavour . . . perfectly 


fashioned to the American taste. 


The VENDOME collection shows new dramatic 
treatments in the use of color and texture, 
reflecting the superb artistry of leading French, 


Italian and American designers. 


Style-minded stores will welcome this 


distinctive achievement in jewelry. 


For further information about this 
distinctive new line of elegant jewelry, 
please write VENDOME, 

47 West 34th Street, N. Y. 1 


ADVERTISED 

IN FULL COLOR 

IN LEADING 
FASHION MAGAZINES 





Ready to work! 


This year’s Operation Cherub is set to go to work 
building Christmas sales . . . bigger Christmas sales 
than ever before! Cherub’s whole section of jew- 
elry advertising in the December 1 Saturday Eve- 


ning Post is ready to back you up .. . bring cus- 
tomers into your store! So make sure you're tying 
in completely. Use every piece of material in your 
display kits . . . follow through with local adver- 
tising and displays that will make you local Christ- 
mas-gift headquarters for 1956! 


-gets to the heart of America 
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WHAT'S 


HAPPENING 
TO YOUR 
WATCH 
BUSINESS ? 





ecause ZODIAC is vitally concerned with helping 
you maintain a healthy sales volume at an honest 
profit, we offer you a... 


GOLDEN 


OPPORTUNITY 


COOPERATIVE ADVERTISING 


wy - 





PLUS NATIONAL ADVERTISING 


SUPERIOR QUALITY 4 








UNIQUE STYLING 








ZODIAC WATCH AGENCY «¢ T. NEW 


FIRM NAME 





ADDRESS 





CITY STATE 





ATTENTION 





; 


| eee a 
SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER’S DIGEST (INTERNATIONAL), SPORTS ILLUSTRATED, N. Y. TIMES, TELEVISION 
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E value our reputation for value —- the TRUE 
value that only a start-to-finish manufacturer 
can offer. No part of the Kaspar & Esh diamond 
buying process... no part of our designing process ... 
no part of our manufacturing process is farmed out 
to narrow your margin of profit! Not only does this 
make for economy of price (for youand your customer), 
but this close and personal supervision insures true 


product value! That's why so many retailers use 


Kaspar & Esh to help them establish a reputation for 


true value — a jeweler’s most important stock in trade. 


AND WE PUT YOUR GUARANTEE OF VALUE IN 
WRITING! Exact weight and quality are indicated 
on every KASPAR & ESH diamond ring. 


To see our value-full lines, CALL ON US — or phone 
—and we'll CALL ON YOU. 


@ MATCHED DIAMOND ENSEMBLES @ FANCY DIAMOND RINGS 

@ MEN'S DIAMOND RINGS @ DIAMOND EARRINGS 

@ ADD-A-LINK* FAMILY OF DIAMOND WATCH ATTACHMENTS, 
DIAMOND BRACELETS AND DIAMOND NECKLACES. 
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THE KASPAR & ESH STYLE STORY 


There is a continuous activity at KASPAR & ESH to 
design and produce diamond rings that are different 
... more desirable . . . more saleable. We invite you 
to see our latest creations .. . and our special group- 
ings of exquisite diamond rings, especially designed 
to appeal to the local taste preference of your section 
of the country. 


TAKE 
AD - VANTAGE 
of our 
DEALER AIDS 


e Mat Ads 

e Counter Cards 
e Displays 

e Stuffers 

e Pamphlets 


KASPAR & ESH 


MANUFACTURING JEWELERS... .DIAMOND IMPORTERS 


126 West 46th Street, New York 36, N. Y. Antwerp: 62 Rue de Pelican 
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*Registered Trademark 








BACKED BY NATIONAL NEWSPAPER ADVERTISING 
IN OVER 100 LARGEST TRADING AREAS 


LE(OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


No jeweler can achieve maximum sales and profits with- 
out these truly exceptional watches and clocks. LeCoultre 
backs you up with an advertising campaign of record 


















— 








persuasiveness and effectiveness in your own local news- 
paper. Get your share of Christmas sales by continuing 
to advertise and show these quality leaders by LeCoultre. 





ATMOS CENTURY —the famous LeCoultre Perpetual Motion 
Clock—long brought to the attention of the tremendous nation- 
wide audience by LeCoultre advertising—wedding gift of first 
choice the year ‘round, Number One Christmas gift. Now priced 
at no more than the cost of a fine watch, $99.50 plus Federal tax. 








LECOULTRE GRAYSON —exclu- LECOULTRE DELIA—from collec- LECOULTRE AUTOMATIC WRIST ALARM — LeCoultre exclusive, ' 
sive men’s dress watches—gift tion of 14K gold LeCoultre launched for the first time, at the height of this great gift-selling ) 
appeal in LeCoultre’s at-home- couturier watches. Your best season. It’s the new and perfect present for busy men in every 
with-you newspaper advertising. customers will read about them. _ walk of life—a featured star in our powerful advertising campaign. 


















LECOULTRE NAUTILUS POWER- LECOULTRE FANTASIE — de- LECOULTRE MONTRES D’ ELE- LECOULTRE FUTUREMATIC--the 
MATIC— outstanding LeCoultre signed withthe flairof LeCoultre. GANCE—from the LeCoultre only 100% self-winding watch, 
“specialty”—will havemaximum Persuasively advertised in the 14K gold diamond-set series— one of the exceptionals in the 
impact on prospects locally. LeCoultre newspaper campaign. direct appeal for luxury gifts. LeCoultre newspaper campaign. 


WORLD'S MOST EXCEPTIONAL WATCHES fae hl: SE te L TR E WORLD'S MOS! EXCEPTIONAL CLOCKS | 


DIVISION: oF LON. INES ITTNAUER, WATCH COMPANY 
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T HESE DAYS WHEN Uncle Sam is see- 

ing to it that none of us gets rich, 
it’s nice to read about a man like this— 
or is it? 

His name is John Williamson and, 
as many of you know, his mines in 
Tanganyika are reputed to yield more 
than $10 million worth of diamonds 
every year. He it was who presented 
Princess Margaret with a brooch made 
up of 250 diamonds during her recent 
tour of Africa. 

One day in his office some visitors 
were gazing, goggle-eyed, at four or 
five hundred of the sparklers spread 
out on his desk. They accidentally 
knocked several handfuls to the floor 
—perhaps $100,000 worth. When they 
gasped and stooped to pick them up, 
“Don’t bother.” said John with a yawn, 
“the boys will sweep them up.” 
mackie FOR Buspsiy: An intense 

search for a fabulous collection 
of silver, lost during World War II, 
was touched off when a pair of 18th 
century buckets 
turned up recently in a London antique 


silver champagne 
shop. 

They were recognized as part of a 
collection that disappeared from the 
British embassy in Warsaw when the 
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SPEAKING OF THE JEWELRY TRADE 


building was destroyed in 1944. The 
ornate embassy had belonged to a 
Polish nobleman and its extensive col- 
lection of silver vanished during the 
bombing of the city. 

The investigation by the British 
Ministry of Works already has been 
carried across the Atlantic to 
York, where the London antique 
dealer bought the buckets. He’s an 
unhappy man because, as a Ministry 
official explained, he won’t be allowed 
to keep the buckets, and the question 


New 


of who gets any moncy back from 
whom is ’way up in the air. 


| 3 pe IT GRIPE YOU that a shave costs 
85 cents? Here’s one that pays 
$5000! 

On “Playhouse 90,” starting October 
4, Ronson began shaving (electrically, 
of course) beards of three or more 
months’ growth. 


In compensation for their willing- 
ness to part with their whiskers, the 
hirsute gentlemen selected for the 
demonstration are receiving an all-ex- 
pense-paid trip to Hollywood, a two- 
day stay at the Beverly Hills Hotel and 
$5000 per ounce for the beard re- 
moved. 


HY TROUBLE WITH THE CLOCK IN 
YOUR CAR? The long search for a 
device to make clocks in automobiles 
“keep time” is said to have succeeded. 
Westclox division of General Time 
Corp. and the auto manufacturers have 
decided to omit manual regulation en- 
tirely and to provide in its place an 
automatic means of regulating. 

Tis said that Westclox’ solution to 
the problem will be found in many 
makes of cars when the 1957 models 
hit the market. General Time has ac- 
quired exclusive rights to patents cov- 
ering this device for the entire clock 
field. 

Each time the clock is reset to the 
correct time by means of the pull-and- 
turn hand set knob, a special mechan- 
ism moves the automatic regulator in 
the direction required to compensate 
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PAST MASTER 


NUMBER PRICE DESCRIPTION 

511-68 $70.00 Square in emblem 

511-7W 66.00 Blue line top 

511-7WB 68.00 Black enamel top 

511-7WD16 150.00 Diamond center 

511-7WHS 110.00 Diamond center 

517-1 115.00 Very heavy, blue line top 

548 65.00 Pennsylvania Past Master ring 

1459-1025 210.00 Diamond ring, white P.M. and 
Hat and Gavel 

*1459-1 58.00 Mounting only 


All rings are 14K yellow gald with white gold top emblems 
Side emblems are gavel and trowel 


* Not illustrated 


Wrreerertine BB enny & CO. 


society 


MEMBER AMERICAN 





NUMBER 
1700-10W 
1700-1OWH8 
1714-1 
1714-1025 
1714-1H10 
1714-7H 
1715W-1 
1734W-1 
1734W-1H8 
1766 


PRICE 
68.00 
110.00 
70.00 
230.00 
125.00 
58.00 
52.00 
56.00 
100.00 
38.00 



























DESCRIPTION 

Tesselated border, checkered fluor 
Diamond center 

White side emblem, black enamel] top 
Diamond center 
Diamond center 
Black enamel top 
Black enamel top, 
Black enamel top 
Diamond center 
Flush ray, black enamel top 


flush ray 


(keystone) 








Actual size illustration reproduced 
from our latest catalog. 


THE NAME THAT MEANS 


Sine iuabmatic fe 


8 ROSE STREET, NEWARK 8, N. J. 





A fitting reminder of 
past Masonic honors, 
these handsome rings 
are 14K yellow gold 
with white gold top 
emblems—each a 


masterpiece of 





emblematic jewelry 
in the typical 
WEFFERLING, BERRY 


manner. 





WEFFERLING, BERRY 
manufactures an 
extensive assortment of 
the finest emblematic 
jewelry including 
Masonic, Shrine, 
Scottish Rite, Knights 
of Columbus, Elk. 


Moose and other lodge 


and fraternal jewelry. | 
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for the timing error. If the hands are 
set forward to correct a clock that has 
been running slow, the regulator will 
make it run at a faster rate . .. and 


vice versa. 


HE WORLD'S FIRST ATOMIC WATCH ? 

A wary New Rochelle watchmaker 
was taking no chances when he re- 
ceived an order to “deradiate” a cus- 
tomer’s watch. 

Nat Saltzman, the watchmaker, of 
237 North Ave., got the unique request 
from a customer who sent the watch 
to be deradiated. It seems that the 
customer's son had carried the watch 
through an atomic reactor laboratory 
at the University of Pittsburgh and 
the dial had become badly tarnished. 

Nat dared not open the watch until 
he had contacted the local civil defense 
director and received a negative re- 
port. Nat sighed in relief and went 
about his daily chores. 

The problems of a watchmaker in 
the Atomic Age! 


> owes IS THE BEST POLICY: On 
her birthday a young lady 
received from her intended a wrist- 
band containing 20 pearls, one for 
each year of her life. 
“Oh, John, it’s beautiful!” she purr- 
ed. “But I love you too well to deceive 
you—I’m really 27.” 


5 penne POOcH: Weary of 

steak, a French poodle belonging 
to Mrs. Richard Wittcoff, of Tampa, 
Fla., made a meal of his mistress’ dia- 
monds. 

Returning home late one afternoon, 
Mrs. Wittcoff was alarmed to discover 
that her rings, valued at $5000, were 
missing. The police were summoned. 
They ransacked the house and found 
no rings. 

Mrs. © ittcoff noticed her dog watch- 
ing the proceedings with a strangely 
angelic expression on his face. “Maybe 
Rudolph ate them!” she gasped. 

Rudolph was rushed to an animal 
hospital where X-rays confirmed the 
fact that he had indeed swallowed the 
jewelry. An operation was performed, 
the rings were recovered and Rudolph 
is recovering. 


B QUETS FOR BIJOUX: Before long 

girls may be saying to one an- 
other, “What flavor ring are you wear- 
ing tonight?” 

The Erco Patent Ges., of Berlin, Ger- 
many, has come out with scented jewel- 
ry—little brown beads that may be 
mounted in earelips, bracelets, brooch- 
es or whatever. 

To date 12 different scents are avail- 
able, so that the young lady possessing 
the full complement can, at will, smell 
like a rose, a lily or—why not?—a 
whole flower garden. 




















} 
’ 
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Price is no object! We're just looking.” 
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a: ieomeny THE BEST OF A BAD STOM- 

ACH: Word comes of a jewelry 
manufacturer who has designed a $295 
diamond-studded 14 karat gold case to 
hold a roll of Tums. He proposes to 
promote the item with the theme: For 
the man who has everything—includ- 
ing acid indigestion. 


J UST FOR TICKS: Not long ago a par- 
cel addressed to John J. Shean, 
public relations director of the New 
York Stock Exchange, was delivered 
to Shean’s office by a messenger. 

The young lady receiving it was 
alarmed by what she considered the 
suspicious manner of the messenger 
boy. 

When she heard a steady, ominous 
ticking inside the wrappings, she was 
terrified. 

A wastebasket was produced and 
filled with water, and the parcel was 
dropped in. The city police were called, 
and in no time the whole neighborhood 
was swarming with radio cars, emer- 
gency trucks and bomb squads. 

In the midst of the hubbub Mr. 
Shean returned from lunch, saying he 
was expecting to receive a gift from a 
friend who was going out of town. The 
“bomb” was de-dunked and opened 
and lo!—an alarm clock still happily, 
if damply, ticking. 


HAT DO YOU THINK the teenagers 

in our country carry in their 
pockets and pocketbooks? Hankies, 
pencils, compacts, keys? Sure, but 
most of all—moola! 

Sa fact. 

The latest Scholastic Magazines’ con- 
sumer survey estimates that America’s 
thirteen million teenagers in school 
have a total yearly income of more 
than seven billion dollars! 

Here’s a partial breakdown, equally 
calculated to set you back on your 
heels. The average teenager has a 
weekly income (allowance and/or part- 
time job) of $10.55, of which $6.52 is 
spent and $4.03 is saved. Total weekly 
spending—$85 million; savings—$52 
million. 

Well—we retail jewelers know what 
to do about this, don’t we! 
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Above is shown the bronze plaque awarded to the 
following firms and individuals: 

Wm. Chalson & Co., Inc., Marchal Inc., Marianne 
Ostier, Seaman Schepps, Harry Winston, Inc., and 
J. R. Wood & Sons Inc., all of New York City; 
George Beattie, Inc., Cleveland; Ralph W. Biggs & 
Co., Stamford, Connecticut; Granat Bros., San 
Francisco; Hamilton Watch Company Lancaster, 
Pennsylvania: Elleard B. Heffern, Inc., St. Louis; 
J. B. Hudson Co., Minneapolis; Mary Schimpff, 
Bloomington, Illinois; A. Stowell & Co., Boston; and 


Primavesi and Kaufmann, Montreal, Canada. 
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People are talking about... 


























Diamonds | 
U.S.A. 
Awards 


DIAMONDS U. S. A. Awards were given to 
fifteen designers of precious jewelry at a lunch- 


eon in the Plaza Hotel, New York, on October 17, 


2 ine abt FI or ap re A re EC energyianection - 


1956. The pieces receiving awards were priced 
from $500 and under, to a fabulous $150,000. This 
luncheon quickly established the impression that 
certainly people are talking. (My! isn’t that 
beautiful! ... Well, that one doesn’t particularly : 
appeal to me. ... How in the world do they ever 
think up such interesting pieces!) Talk like this 
is the ‘stuff’ that makes the jewelry industry. | 
Certainly without such feelings and such expres- 


sions there would be no jeweler. Because of this 







talk Diamonds U. S. A. Awards is one of many 


industry promotions that have made the jewelry 












business what it is today. Such national promo- 







tions are an outright gift to the local jeweler, 






giving him a prestige among the people in hia 







community that is unparalleled in any other trade. 
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@® This dainty ring was among the pieces chosen for the Diamonds 
U. S. A. Awards collection shown at The Plaza in New York City on 
October 17. It was designed by J. R. Wood & Sons of New York. Four 
interweaving strands of diamonds, forming a crescent shape across the 
finger, are mounted on a platinum band. 
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@ Diamond leaves dovetailed in a braid-like pattern distinguish this ring 
by Granat Bros. of San Francisco shown in the Diamonds U. 8S. A. Awards 
collection at The Plaza in New York City on October 17. The tiny leaves 
are moveable to create added shimmer. 
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® Hamilton Watch Co., Lancaster, Pa., created this unique diamond 
lapel watch shown in the Diamonds U. S. A. Awards collection at The 
Plaza in New York City on October 17. “‘Saturnalia” presents the globe 
in blue cloisonné enamel, the continents in platinum, the equator and the 
North Pole area in diamonds. The “top of the world” opens on a modern 
watch and compass indicating the hours in various time-zones. The whole 
piece has about the diameter of a half-dollar. 
































@ This watch, cratered in round and baguette diamonds, was selected 
for the Diamonds U.S. A. Awards collection at The Plaza in New York 
City on October 17. Created by Ralph W. Biggs & Co. of Stamford, 
Conn., it has a tiny round dial surrounded by two circles of diamonds 
which contrast long slender baguettes and fiery brilliants. 
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@ This pendant of diamonds with a black opal was shown in the Dia- 
monds U. §. A. Awards collection on October 17 at The Plaza in New 
York City. It is the work of George Beattie, Inc., of Cleveland, Ohio. 
Suspended on a diamond strand ornamented with frostlike flowers of 
marquise diamonds, the opal is framed by small round diamonds. 










































People are talking about... 











Custom Made 
Jewelry 
Created by 
You 
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For the past two years JC-K has presented 
each month a design plate by Jack Harriton, well- 
known precious jewelry designer. 

These drawings are presented with the sugges- 
tion that the jeweler remove the pages each month 
and build a file of material for use when a cus- 





tomer, who expresses an interest in a special- 
order piece, has no idea of the type of design he 
wants and is receptive to suggestion. 






Any jeweler showing a customer the endless 
variety of designs presented in JC-K by Mr. Har- 
riton, will have taken the first step in “‘localizing”’ 
the design interest of that prospect. 

For, though no one design might completely 
satisfy the wishes of a particular customer, these 










sketches provide a sound starting point for the 






jeweler to draw out the customer on his desires— 






and to reveal the area of his interests designwise. 
Just as a collection of these Harriton plates 







serve well for exploratory discussions, so any 





jeweler with a modicum of talent, a pencil and 






a piece of tracing paper, can combine, delete, or 
further develop designs right before the customer. 







With a suggested preliminary design so de- 
veloped, the final drawing (made by the diamond 
manufacturer’s professional artist) will most 








likely earn prompt approval by the prospect for 
completion of the special order. 
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A JC-K aid to selling fine jewelry 


As it was with the beautiful pieces recently dis- 
played at the “Diamonds U. S. A.” showing, so 
it is that the first visible evidence of the birth of 
any piece of custom-made jewelry is the sketch 
or sketches which serve to define the wishes and 
needs of the prospective purchaser and the recip- 
ient. 

To assist in the initiation and development of 
such ideas, sketches—and business—JC-K each 


Designs by Jack Harriton 


month presents plates, as above, which can be 
cut out and assembled in a folder. This collection 
of material should be kept handy for consultations 
with any special order prospect. With it, the jew- 
eler can quickly determine, in general, the kind 
of piece and the type of design which will hold an 
appeal for the customer. This is the first and 
most important step in the promotion and com- 
pletion of a special order sale. 









People are talking about... 











Kye-Catching 





Displays in 


ST dood Sait Re ROR AE tis ms 


Your 


Windows 








by Virginia Dixon 


a 


WINDOW displays which offer merchandise in 
routine, catalogue fashion without human interest 


will sell merchandise to those who have already 






made up their minds to buy, but such windows 








will never stimulate sales and certainly will never 






get talked about! When your sales story relates 






your merchandise to your prospective customer’s 


interests and activities, your windows will fill the 





generous sales quota they should have. 






One sure way to have people talk about your 






windows is to use eye-catching and unusual deco- 






Do not be afraid of the unusual 





rative materials. 









as long as it is in good taste, but of course do not 







resort to it for its own sake when there is no rea- 


sonable tie-up with your merchandise. A clever 





copy twist will often enable you to use interest- 






ing display material which might otherwise seem 






unrelated to your merchandising. 






The accompanying sketches illustrate some win- 






dow ideas and materials calculated to arouse com- 


ment and interest in your community. 
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Palm trees suggest travel, at least 
to Northern residents, so sketch below 
is suggested as a setting for travel 
and winter vacation accessories — 
travel clocks, cameras, watches, 
jewelry, wallets and similar items. 
The palm trees from Austen Display, 
Inec., are quite natural looking min- 
iatures which are available in 
three sizes—sixteen, twenty-four and 
thirty-two inch heights, priced at 
$7.80, $9.80 and $11.80 each unit, 
respectively. The trees are natural 
color, brown with green branches. 
The unit has a small base, but it 
might be well to place the whole unit 
on a larger elevation and arrange 
merchandise around it. Other mer- 
chandise can be arranged on addi- 
tional elevations and on the window 
floor. The copy card against the back- 
ground might be designed to look 
like a travel poster. Travel folders, 
tickets and so forth, can be borrowed 
from a local travel bureau to scatter 
on the floor. 
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Sketch below looks ahead to Spring entertaining 
and features silver flatware and hollowware to set 
a gracious table. Framed plaques of gay Spring 
flower bouquets hang against the background. A 
chest of flatware is featured in the foreground with 
additional place settings arranged on upright fabric 
covered panels which harmonize in color with the 
Flower Frames. Hollowware and more flatware are 
arranged on wide ribbon runners on the window 
floor. The Flower Frames are available from Austen 
Display, Inc., 133 West 19th Street, New York 11, 
N. Y. They consist of very decorative arrangements 
of artificial flowers in gay Spring pastel tones 
against a fabric and lace covered background. The 
frames come in a twelve inch by twenty-three inch 
size, arranged vertically or horizontally for $8.80 
apiece. In addition to this there are available twelve 
by twelve inch frames at $5.90 each. Both frames are 
two inches in depth. The plaques for your flatware 
can be made in the store by covering cardboard 
or plywood panels with fabric to harmonize with 
that used in the Flower Frames. The frames are 
hung against the background with wide satin ribbons. 
The number of frames used will depend on the size 
of your window. You may want to use the frames 
in several windows at the same time. They would 
be equally appropriate with jewelry, watches, china 
or glassware, and can of course be used any numbe1 
of times with other merchandise arrangements or 
as decorations inside the store. 
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Sketch at right shows a wonderful unit for fea- 
turing birthstone rings. The signs of the Zodiac 
are executed in black on heavy gold cardboard 
tiles twelve and a half by twelve and a half 
inches in size. Joining strips of gold cardboard 
with small fasteners make it possible to arrange 
the tiles in any number of combinations using all 
or part of the set of twelve. The sketch indicates 
an arrangement of three tiles high and four 
across with six inch spaces between the tiles, but 
the best arrangement will be indicated by the 
size and shape of your window. Twelve circular 
pads, some slightly elevated, are arranged in 
the foreground with each month’s birthstone 
featured on a single pad. The names of the 
Zodiac signs are lettered on each tile, but iden- 
tifying cards for each ring grouping will be 
needed. After a showing such as this of all twelve 
stones in one window, a single tile might be 
used each month featuring the current birthstone. 
These tiles also come from Austen Display, Inc., 
133 West 19th Street, New York 11, N. Y., and 
are priced at $6.00 for the set of twelve with 
joining strips and paper fasteners. 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
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Nave artist if 


... for those who desire the finest. 
Each piece a masterpiece of the jeweler's art. 
Available on consignment for your 
special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N. Y. 


gicniaee =MUrrayhill 7-0457-8 


For prompt attention please address all inquiries Dept. K-46 
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valued symbol of your devotion 


Of all the world’s great gems, a In a diamond, the soundness of 
diamond’s matchless quality your judgment is affirmed; for 
most confirms the excellence of regardless of size or price, it has 
your taste. enduring value. 


Its purity reflects, as no other § Most welcome, most cherished of 
precious stone, the depth of _ gifts, a diamond is a measure 
your devotion. of your achievement. 


This year, let a diamond make memorable that special anniversary, or 
important birthday, a debut, the birth of a child, or any significant event. 


Color, cutting and clarity, as well as carat AE, 
weight, contribute to a diamond's value. A — ¥ Kp rm 
trusted jeweler is your best adviser. Prices . ‘ > oa y 
ot > . ®. 
shown cover range of quotations in July, 3 ie ' at 
1956, by representative jewelers for their ‘$ 
top-quality unmounted diamonds. (Federal YW carat 1 3 carats 
tax extra.) Prices vary with top qualities $200 to $500 $596 to $1155 $1365 to $3320 $2725 to $6450 
offered. Exceptionally fine stones are higher 











[ir © 


N = WV Jor more diamond sales 
DIAMON 





SPOOALET 


~ Diamond Gift advertising (shown opposite) is promoting 
gift sales for your diamonds in Time, Newsweek, 
The New Yorker, Town and Country, National Geographic 





Use this new booklet— promote your 
diamond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 

to customers and prospects. 


This handsome, interesting new 24-page 
booklet, “You Can Give a Diamond,” promotes 
the idea of giving diamond gifts for 
important family occasions. It emphasizes 
the enduring emotional significance and the 
enduring value of diamond gifts, and it 


gives ideas and information on choosing them. 


Use this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks on 
your counters to give away. Enclose it 

with your bills. Plan special mailings to 
new prospects— business executives, 
professional people, both men and 


women—in your city. 


Cost for the booklet is $7 per hundred. 

For your imprint, add $3.50 for first hundred 
and $1.25 for each additional hundred. 

If your store is in New York City, add 2% 
sales tax. Order from Diamond Promotion 
Dept., The Reuben H. Donnelley Corp.., 

230 East Sandford Blvd., Mount Vernon, N. Y. 


Advertising promoting the Engagement Diamond 
Tradition is working jor you in Life. Look, The 
Saturday Evening Post. Seventeen, Reader’s Digest 
—tie in—keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 
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PVP will help you sell. 


Artcarved’s Permanent Value Plan is espe- 
cially designed to help you sell Artcarved diamond rings 
easier . . . faster than ever before in jewelry history. It’s 
nationally advertised and backed by the reputation of one 
of America’s oldest and largest ring manufacturers. It’s 
the most convincing proof of diamond value ever offered. 
Now you can guarantee your customers the right to ex- 
change their Artcarved ring for a larger Artcarved diamond 

at any of the thousands of Artcarved jewelers throughout 

the U.S.A. They’ll receive full current retail value at any 

time as explained in the guarantee. J. R. Wood will replace 
the old ring for you with a new Artcarved ring of the same 


value at no charge. Ask your Artcarved representative, 
or write us for details. 





solitaire. 











* Actual letters may he seen upon request. 


For the second consecutive year 
ARTCARVED has been awarded 
a DIAMONDS U.S.A, AWARD 
FOR EXCELLENCE 

OF DESIGN. 





J.R. WOOD & SONS, INC. 


216 East 45th Street, New York 17, New York 


MEMBER 


- _ 
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A Colorado retailer tells how he achieved success 
when he moved into a town that already had 12 
successful jewelers. Proving that... 


THERE'S ALWAYS ROOM FOR ONE 
MORE JEWELER ... if he's good! 


by Robert Latimer 


e Five years ago Edward J. Megel, Jr., invaded 
Colorado Springs, where 12 respected diamond 
merchants, all with their faithful followings, were 
doing a brisk business. His purpose? To sell dia- 
monds. 

The philosophy behind so seemingly rash a 
move was deliberate and well thought out. To 
begin with, Mr. Megel knew himself to be per- 
sonally qualified: he had more than 20 years of 
successful experience in the wholesaling, retail- 
ing and distributing of diamonds behind him, so 
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Selected and Serviced bh y Leading Wholesalers 


QUALITY JEWELR 
FOR 75 YEARS | 
NOW NATIONALL 
ADVERTISED | 
LIFE AND ESQUIR 


FINE WRITING INSTRUMENTS 


Fon the Geweler 


12 kt. G.F. Pen or pencil retails at $6.60 © 
ea. F.T.1. 14 kt. G.F. Pen or pencil retails © 
at $8.75 ea. F.T.1. Solid 14 kt. gold Pen or 
pencil retails at $50.00 ea. F.T.I. Sterling 

Silver Pen or pencil retails at $6.60 ea. 
F.T.I. 
Mechanically guaranteed for life. Smartly 
gift packaged, eye catching display pieces 
— complete merchandising aids. Write for 
the name of the Cross select wholesaler in 
your territory — and our 1956 Buyer's 
Guide for the complete story on the entire 
Cross line. 


This heavy Sterling 
Silver set retails for 
$13.50. 


RIPLEY & GOWEN CO., 
INC., Attleboro 
Massachusetts 


ecccccceceos BAMA» 


PROVIDEN 








COTTON FILLED 


COTTON FILLED UTILITY BOXES 
ARE AVAILABLE FROM STOCK gow 
FOR IMMEDIATE SHIPMENT IN fae 


12 POPULAR SIZES. 









Boxes are finished with buff Dam- 


ask paper and have an insert of ba: Wreite for full in- 
best quality white jewelers’ cotton. formation and 


prices on Mason 
Cotton Filled 
TH OW. Box co. 
523 MT. HOPE STREET 


boxes. 
ATTLEBORO FALLS, MASSACHUSETTS 


Spoautireny designed lockets 
and crosses by BARROWS 
H. F. BARROWS CO. setise'sic.cors fuss: 

North Attleboro, Mass. comes aed wpe teen 
THE OUTSTANDING NAME IN FINE JEWELRY 








BAND OF tog | Remembrance Bracelets “Je 
THE MONTH uae | > 


4 

ac 

. ina wide variety — 
of chain designs 


Emblem or initial bands are 
always popular items for 


Available in eS 
Sterling Silver * 1/20-12 K.G.F. > 
S2 10K and 14K te? t 


Christmas. Order your bands 
now. 


Ask your wholesaler to show you 
our complete line of men's, ladies’, 
and children's watchbands and 
expansion idents. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 





THR WHOLESALERS ONLY 
AUTOMATIC CHAIN CO. © Providence, R. i. 
NEW YORK + CHICAGO * LOS ANGELES 














M+. Megel prepares one of his boxes 
of loose stones all priced alike but 
differing in size. He encourages his 
customers to choose their own stones 


and their own mountings. 


he could properly set himself up as an expert. He 
had confidence. 


He knew, moreover, that Colorado Springs, 
though it had a population of only 100,000, was 
popularly said to contain “more millionaires per 
square inch” than any other spot in the country. 
Over and above this, he had in his mind a definite 
and specific program of merchandising which he 
believed would work and he wanted to try it out. 

He determined to publicize his store in such a 
way that it would come to people’s minds imme- 
diately whenever they thought of diamonds. He 
created two slogans, “We Sell Quality Not Price” 
and “Home of Megel Diamonds,” and these he 
began to use at once both in radio commercials 
and in white-space “prestige” ads. 

Again, aware that it is impossible to talk about 
diamonds without talking about mountings, too, 
he studied up on mountings, visited men who, he 
believed, knew more about them than he did, and 
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NEW YORK °° 


We are always interested in purchasing estates —or jewels which your customers submit to you for sale. ual 


Be 

















Importers and Cutters of Diamonds 


Originally established 
1866 


: L&M:Kahn- Jacobson Bros-|> 

: Cc. 

President, Walter N. Kahn 

Vice Pres. & Sales Manager, Walter L. Kahn 

7 Chairman of the Board, Sereno P. Davis 

7 

| 608 Fifth Avenue New York 20, N. Y. 

Representatives 

; Herbert L. Gardner 

: 

i Kenneth Scher 

. Warren P. Eckel 

: 82/34 Holborn Viaduct, London Telephone: Circle 65-4313 
Cable Address: “Redlace” New York 56-4314 
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Left—tThe self-wind wrist alarm by Le Coultre is a 
happy partner to the stemwind the customer may 
have received as his graduation or wedding gift. 
It is waterproof, has a luminous dial. The gold- 
filled, steel back men’s timepiece retails at $99.50. 
















Right — Sturdy automatic calendar wrist watch 
for men by the Ball Company tells you the date 
of the month as well as the time of day. Features 
tapered markers, sweep second hand and con- 
cealed crown. 












Left — Features of this all-steel waterproof by : : 
Croton are the incredibly thin case, the singularly ry 
simple dial, the price of $39.95 for the 17-jewel ee 
timepiece for men. 









Right—This Rolex man’s wrist watch shows not 
only the date but also the day of the week in 
windows on the face. The date is covered by a 
magnifying lens, and both date and day change 
at midnight automatically and instantaneously. 
Protected from exterior harm by waterproof 
Oyster case. 













Left—A double crystal helps dramatize this two- 
tone dial, designed in a clean, continental manner. 
The very thin waterproof watch, a Girard-Perre- 
gaux, has 18K gold hands and numerals. The dial 
is worked in a technique, known as email, with 
the background for the numerals in a soft mray 
enamel. The timepiece retails for $75. 



















Right—The ‘“‘Datopic’ automatic Swiss watch by 
Ernest Borel. Optically magnified lens tells the 
date. Invisible night-lighting shows the time in 
the dark. Waterproof, shock-protected construc- 
tion. In stainless steel for $89.50; in 14K gold 
top, $105. 














by Jerry Gewirtz, JC-K Fashion Consultant 


FASHION SELLS THE SECOND 






* Christmas, the most desirable point in time for have taken place the last five years or so—and 


selling a watch, offers the jeweler not only the are still continuing—have created a desire on the 
opportunity to sell a timepiece to replace the one part of the customer to own some of the very new 
in disrepair, but to merchandise the second watch timepieces, novel because of fashion, shape, size, 
for the man or woman who wants to own two color, performance, mechanical superiority. The 
watches, as they may own two cars, two fur coats, customer no longer feels he must wear out his old 
two sets of dishes, two necklaces, etc. timepiece before possessing a new one. 

There is a two-watch market! There’s a greater acceptance of the fact that 

The jeweler is timidly admitting this potentially the graduation watch can be supplemented with 
lucrative fact, and is just recently setting his sales a second one. If it was a classic gold, dress-up 
goal with this market in mind. model, the customer is interestedly thinking about 


The unbelievable strides in watchmaking that PLEASE TURN PAGE 





THE JEWELERS’ CIRCULAR-KEYSTONE 





66 





NTS i COTTE gh SORE AT ANE hat 







































































Achieving recognition 


and honor among the foremost creative jewelers 
of America, Granat has been accorded its fifth “Diamonds U.S.A.” 
award for distinguished excellence 


of creative design 


SAN FRANCISCO 8, CALIFORNIA 
























Left—The “Petite” by Omega encompasses many 
of the newest features of ladies’ timepieces for 
1956-57. The bracelet watch has a gem-encrusted 
covered face; the back-wind insures the small, 
favored case; diamond ornamentation satisfies the 
woman who wants a watch to wear for dress 
evenings. Price is $600. 


Right—Gruen keeps its promise for the “newest 
look in time” with the “Dansant,”’ a deceptively 
simple ladies’ watch that has the appearance of 
the delicately small style for women, further 
enhanced by the simplicity of the face and dial. 
Tapered end pieces create an interesting contrast 
to the uncluttered lines of the face. Price is $100. 


Left—The costume watch, priced so it can be one 
of an extensive wardrobe, and designed so it has 
the fashion-right color, is introduced by Medana. 
This one with 7 jewels, has clusters of aurora 
borealis, new iridescent crystal, running along 
the length of the bracelet. (The style is also 
available in any one of a series of colored stones.) 
Retail price is $15.95. 


Right—The very petite diamond-set ladies watch 
has an outstanding grace in the small face, the 
side clusters of diamonds (14 full cuts), the un- 
cluttered dial. The Henri Stern “Universal 
Geneve” of 14K white gold retails for $395. 


Left — Outstanding example of the new impor- 
tance to the slender ladies’ watch is this “‘Bolero”’ 
by Longines. The hidden backwind leaves an 
unmarred smooth face, tiny as the tip of a cigar- 
ette. Retail price of the 17-jewel, 14K gold watch 
(and 14K gold bracelet) is $395. 


Right — Elgin believes that the stemless ladies’ 
watch adds to the visual symmetry and undis- 
turbed grace of the case. This model with the 
dramatic endpieces, called “Parisian,” has just 
that uncluttered beauty. It looks smaller and 
more attractive because of the smooth shape of 
the face. The price is $125. 


Left—The bracelet watch also stresses the small, 
very feminine, luxurious look. This one of pal- 
ladium by Lucien Piccard, has 11 matched genu- 
ine blue star sapphires, 18 diamonds. Price is 
$750 for the watch, $50 for the matching ring. 


Right—Introduced to complement the very femi- 
nine “luxury look” in fashion is the new “First 
Lady” series by Bulova, consisting of twelve, 
23-jewel, 18K gold ladies’ watches. A national 
campaign will emphasize the luxury plus per- 
formance feature of this new karat gold group. 
Prices range from $59.50 to $95.00 retail. 


the addition of a colorfully-banded sports watch, 
perhaps a self-wind. 

The golfer who received a costly 18k gold watch 
for his wedding present is doubtlessly hoping for 
a waterproof, maybe a calendar one, to wear dur- 
ing his Sunday morning at the links. His secre- 


to the office, may hope that her fiance will present 
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her with one of the new, very tiny, diamond-set 
backwinds for the holiday. 

It is however, up to the jeweler to crystallize 
this possibly unspoken desire into a positive con- 
versation point. He can do it, certainly at the point 
of sale, when he encounters the customer who 
tary, too, who comfortably wears her waterproof says: “She has a watch.” He need only ask 
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Whatever your diamond needs... 
Wherever you are... 


BAUMGOLD 
offers you 


*The lor gent co lec on of diamond shapes 
and sizes in every price range. 




































| - @ Exelusi re plus features at no extra cost 
Cirele of Light — Jagersfontein — Heart Shapes 


| °immediate delivery. “NEW YORK 
| | CHICAGO 


LOS ANGELES 
For three generations, Baumgold Bros. have been supplying diamond merchants 


all over the world with ALL their diamond requirements. DALLAS 
TORONTO 
Whether it is a normal shipment of regular goods, or that hard-to-find order 
for that hard-to-satisfy customer, you can depend on Baumgold MONTREAL 
for diamonds of consistently exquisite beauty that will delight VANCOUVER 
| your most discriminating customers. 
| | LONDON 
You save time and money as a Baumgold customer because you buy directly ANTWERP 
from the manufacturer ...the ONLY manufacturer that can offer you such 
a tremendous collection of diamonds and consistent dependability. TEL AVIV 





[Jaumcous BROS., Inc. 580 Fifth Avenue, New York 36, N. Y. 
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Left Interesting — and appropriately feminine 
—is this Hamilton ‘“‘Harlequin” that gets design 
excitement from the sharply faceted bezel and 
crystal. The contemporary styling extends to the 
design of the watch face, the numerals and 
markers in 18K gold. The 14K white or yellow 
models retail for $110. 












Right—In step with the trend toward fashion in 
fine jewelry is this wrist watch by Favre-Leuba. 
The 14K gold case features 16 mirror lapped 
facets. Four interchangeable straps come _ with 
the watch. In white or yellow gold $145 FTI. 















Left—-Eterna-Matic presents this tiny automatic 
‘“‘“Golden Heart” lady’s watch. Features a 23K 
gold rotor whose heavy metallic weight allows 
the watch to develop powerful winding energy 
despite its diminutive size. Available in a wide 
variety of gold- and diamond-set models to retail 
from $130 to $1200 FTI. 













Right — This is Mido’s miniature self-winding 
watch, said to be the world’s tiniest. Its dial is 
smaller than a dime. In yellow or white gold- 
filled dust-proof case. 17 jewels. Shock protected; 
anti- magnetic; guaranteed unbreakable main- 
spring. 










Left—The 20 million working women (or the 
housewife busy at home) provides an excellent 
prospective customer for the sports watch (the 
second watch) that is “all proof’’ to withstand 
any possible damage. The ‘Sea Sprite’ by 
Wittnauer offers this guarantee. The $71.50 re- 
tailer (available for $59.50 with a plain leather 
strap) is waterproof, shock-resistant, has an un- 
breakable mainspring, rustproof balance and hair- 
spring. It is dustproof and anti-magnetic. Bow- 
ing to the trend toward slimmer watches, the 
ladies’ watch has a double bezel case that makes 
it look small and feminine. 


















Right — The fluted bezel helps create an even 
greater illusion of small size in this 17 - jewel 
ladies’ timepiece by Enicar, that retails at $49.95. 












whether she has both a sports model as well as a ing follow-through for selling fashion—for the 
dress-up one; whether she owns a new back-wind ; retailer who knows that it’s never too late to sell a 
whether she likes jewelry to match her wardrobe. watch for Christmas, not even on December 24th. 
Similarly, the woman who reluctantly and very This is a great year for selling the second watch, 
hesitantly looks at the watch cases because she because so many of the fashion innovations, once 
claims: “Oh he has a watch already,” can be moved only available in the most costly watches are now 
into considering the purchase of a second if she obtainable in even the medium-priced field. 
hears about some of the exciting new styles and So good luck—and good Christmas selling! 


understands the performance of some of the new 
men’s watches. She should be told patiently about 





the stemless cases (or really the hidden-stem 
case), the new magnified date apertures for easy 











reading, about the automatic alarms, about the TRAINING EXTRA HELP 
trend to conservative and wafer-thin styles, about At Christmas time you'll be taking on extra 
“all proof” watches that promise and guarantee sales people and you probably won’t be able 


to spare the time to train them adequately. A 


top performance. _ f selli h nt method is suggested on the following page by 
We stress the last two feet of selling, the poin which you can see to it that your extras know 


of sale, only because so many of the manufactur- the fundamentals of their job. 
ers have done such a powerful pre-selling job for 





the retailer. There is, of course, the local advertis- 
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THE FLOWER OF PRECIOUS JEWELRY 


Whether their means are small or great, your customers 
will find a range of fine jewelry to satisfy their % 
most discriminating tastes in creations by the House of Heyman. 
It may be a single magnificent piece worth thousands of 
dollars or superlative jewelry more modestly priced. Cultivate 
this sizable market with original concepts in precious stones 
and platinum and unique remounting of heirloom pieces. 


om 


> 


a : _ 642-Fifth Avemue, New York 19, N. Y. 


RG 
Be RS 
° — 


Neckigces—$1,000 and up; Bracelets—$550 and up; Rings—Wedding @nd Guard—$75 and up; Fancy Rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 
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32 PAGES OF BASIC 
Ho wrIDA WY EEC KuE SELLING FActTs 





¢ You know how tough it is for you to see un- 
trained, extra holiday-help fumbling through sales 
presentations with prospective customers. 

It isn’t pleasant for them, either. 

The chances are you can’t afford the time to 
teach them even the rudiments of the jewelry 
KY Hs business or make them acquainted with the stock 
Fit ¢; he nd | you carry and how they ought to present it. 
BY) / L ] y Into HH Two years ago JC-K published the first booklet 

NG 7 Dy rn, Un) aimed at providing help—for your extra holiday 
ae ai help. It presented the basic essentials relating to 
= cs ie jewelry merchandise and jewelry merchandising 
in a form which the newcomer could easily under- 
stand and readily adapt. 

SEE HANDY ORDER FORM The booklet was a great success not only in the 
ON PAGE 97 number sold but in the results it produced both 

“i tor the jeweler and for his new sales people. It 
was natural that there should be a continuing de- 
mand for it. 

In response to a significantly heavy number of 
requests, JC-K set its entire staff of editorial spe- 
cialists to the task of revising the contents to 
make the booklet even more effective. 

Not only have the articles been more finely 
pointed but the format has. been revised and the 
page size changed to make for easier reading and 
study—the 32 pages are of Reader’s Digest size. 

This booklet does not go into technical details, 
which only tend to confuse the beginner; it gives 
him just enough to feel that he is not a stranger 
to the business. It is designed to build confidence 

PLEASE TURN TO PAGE 96 
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Memorandum selections 


— sent upon request. 
CENSOR BROS. & ROSENBLUM 


Diamond Importers @ Manufacturers 


71 West 47th Street New York City 
JUdson 2-4184-5 
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Carvings of green stones: top right and left “‘ver- 
dite,’ center jade, lower left banded malachite. 


The others are carnelian and moss agate. 
(Photo courtesy of Wedderien, Inc., New York City) 


by Dr. Frederick H. Pough G Pe a a N x T oO N oo a 


JC-K Gem Consultant 


(In this article, Dr. Pough extends his discussion 
of green stones, some varieties of which have 
vaguely and erroneously been called “jade.” In this 
installment, JC-K’s gem consultant describes some 
stones that, although they are seen less frequently, 
lend themselves admirably to carving.) 


¢ After “concluding” green opaque and cabochon 
stones last month, it came to us that there are 
still quite a number of green stones that are seen 
from time to time that have not been described. 
Most abundant today, and least well known is 

a substance that is very commonly used in carv- 
ings at the present time. However, it has not 
been studied scientifically and seems to be of 
rather uncertain composition and nature. In the 
trade it is known as “verdite,” a rather indefinite, 
PLEASE TURN TO PAGE 83 
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LOS ANGELES 13, CALIFORNIA + 220 West Fifth Street * MUtual 3173 


. CHICAGO 2, ILLINOIS * 55 East Washington Street * FRanklin 2-7791 


DALLAS 1, TEXAS * 1802 Main Street * PRospect 1041 


Ais ATS, 


ANTWERP, BELGIUM + CAPE TOWN, SOUTH AFRICA 
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COLORIZE! 


ACT XI 


Showmanship in Business 


By Zenn Kaufman 





FREE FOR THE ASKING 


Send a stamped, self-addressed envelope for 
your free copy of The Showmanship Yard- 
stick ...a 12-point check list of the elements 


that make a good show. 











® Red and Green! Stop and Go! When the light at 
the corner turns red—you stop! When it turns 
green—you go! Fifty million motorists take these 
signals for granted every minute of the day—and 
so do the railway engineers who are guardians of 
the hundreds of millions of passengers on rail- 
road trains, entrusting their lives to the blinking 
lights that signal danger and safety to speeding 
trains. 

But color signals do much more than direct 
traffic. Black signaled death in London where 
Blackfriars Bridge was the favorite suicide spot 
of all the world. Police repainted it green and ac- 
cording to Reader’s Digest—the suicide rate was 
cut by a third! Black signaled death, but green 
signals life. The “Digest” also tells how magenta 
lights at a party are better than two cocktails; 
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FREE FOR THE EARNING 


Each month our autographed copy of SHOW- 
MANSHIP IN BUSINESS is given for the 
best example of showmanship sent in by a 
reader of Jewelers’ Circular-Keystone. Tell 
us of something you’ve done—or even some- 
thing you’ve seen that has helped add that 
extra touch of dramatic interest. 











magenta signals romance, making men more gal- 
lant as women appear more glamorous. 

Color association is a tremendous force in our 
lives. In business, too. The public recognizes fill- 
ing stations, candies, soaps, trade marks by their 
standardized coloring. Business forms, too—i. e., 
the “pink slip.” But the association must be 
checked carefully back to the goods themselves. 
A candy manufacturer recently sold his mer- 
chandise when he wrapped it in red paper. His 
sales had been few when it was boxed in a blue 
package. One color expert found that certain 
colors increased sales in high-priced fields. Tastes 
vary, too. The English and the Irish will respond 
quickly to blues, grays and greens; and Germans 
and the Dutch like reds and oranges. National 


preferences in color are sometimes very im- 
PLEASE TURN TO PAGE 92 
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Advertising Mats Awailable As Nationally Advertised In 
VOGUE - HARPER'S BAZAAR - SATURDAY EVENING POST 


Matchless Magnificence tn 
, | 2 N | rold-Filled ( riginals 
F Imperial’s Greatest Achievement in 25 Years 


These newest Imperial creations are the highest 


point yet reached in fashion jewelry at modest prices... 
luxuriously combined with world-famous 
Imperial Cultured Pearls, they possess 
all the characteristics of costly 18K gold jewelry — 
[> even to the precious real gold surface that 
adds lasting wear. These are jewels you will 
wear often and treasure always. 


Highest Award 


for Qualit 
IMPERIAL PEARL SYNDICATE, Inc., 607 Fifth Ave., New York 17, New York nafs 


Two World's Fairs 





NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 


Designs Copyrighted Theater Bldg. Shinjuka, Ku 


SAPO BARE 
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KEEPSAKE CONSISTENTLY INCREASES 


"Keepsake franchise adds prestige and greatest percentage of business,’’ 
says John Klos, president of the Jewel Shop in Jefferson City, Missouri. 








Jeweler John F. Klos and Mrs. Klos admire the beautiful settings of Keepsake Diamond Rings in their Jefferson City, Mo.,store. 
The Keepsake Certificate of Registration and Guarantee is presented to each Keepsake customer. 


Only Keepsake Jewelers Enjoy This 
Powerful Advertising Support 


1. Full-page advertisements in 11 leading national magazines. 

2. Network TV advertising by Steve Allen on NBC-TV “Tonight” show. 

3. Co-operative advertising in Telephone Directory “Yellow Pages” and a complete pro- 
gram of proven dealer merchandising aids. 


pum ute REG a oe 
tere SaKe 
DIiAMON OD RINGS 


— World's Finest Quality Diamond Rings 


Rings enlarged to show details 
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BUSINESS for Missouri Jeweler! 
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%e Vewel Shop 


JOHN F. KLOS 


209 EAST niGn STREET 
JEFFERSON CiTy, MISSOuR! 





Te ait 


Sept, 17, 1956 
Mr, Robert ; a Pond 

a H, POND Co, INC, 
12 East Wa 


Dear Sir, 


We, as well as our Customers, 
completely SOld on the 


berfect quality orf 
Ce psake Diamond Rings, 





x y Stocking Keepsake Over a 
Period of S@veral years, our diamond business 
has Consistently increased. | 


We a 


re pleased and 
of Keepsake 's 


Proud to 
franchiseg dea 


be one 
lers, 

Yours truly, 
THE JEWEL SHOP 


year. K deg 


John F, Klos 
President 
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— — peter | Keepsake Franchise in your area 
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» N. Y. 
POND CO., INC. SYRACUSE 2 
A. H. 





FOR NOVEMBER, 1956 





DAT Bates EME Bab VRE Raed Dh GAR HL ITO 


NS eam wn NE gE 


ee 


ESTABLISHED 't892 


MAAC RE & 


Makers of Fine Diamond Jewelry 
64 West 48 Street, N. Y. 36, N. Y. PL 7-7317 
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EVERY CHRISTMAS 
SHOPPER 1S A PROSPECT 
FOR A LINDE’ STAP/ | 


























, 
bE as ae 
; Problem shoppers . . . shoppers looking for a ‘different’ ‘ 
: gift . . . shoppers seeking a high fashion treasure ‘LINDE’ ADVERTISING supports your own 
rd = 5 ‘ . , 
e ; Por .* Linde’ Star sales efforts . .. with a Geamnatic full page, 
: . all become ready and enthusiastic buyers 
: ras : full color advertisement in ‘ihe De- 
‘ when you show them a ‘Linde’ Star. cember 15th issue of | Tus New 
4 Go after this great undecided market for Yorker . .. with additional power- 
; big-time holiday profits! ful advertisements in November 
; Sh Sr, YP and December. Capitalize on the : 
ow the ofars at every opportunity. salesmanship of these ads. . . S 
And be ready to show a choice selection of these feature ‘Linde’ Stars/in your 
man-made gems that match the beauty and own advertising . . . display 
ae - ; them prominently in your win- 
perfection of the star sapphires and star sete 

dows and showcases! wou 
: rubies created by nature. Sas 
} 


"A daughter...delicate "A son... massive gold 
ring set with pearl and ring with ‘Linde’ Star. 
‘Linde’ Star. 14K gold. 


wy Weealehisl- 1 ame) me 2b) meee l at: taal- hale 
 Abakon sem -s- Ogg tale l-faoll-tealetale s— 
tele im Malate! -a—> a. m 


wy Wer tisl tame] meal’) i+): als gs bolel le 
gold cuff links, ‘Linde’ Star. 


"A very special someone... 
‘Linde’ Star solitaire, 14K gold. 
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cose. Retoil $250 . . 


Since 1815 


FAVRE-LEUBA’ S Double- 
Barrelled Program is 
Highly Successful with 
Leading Jewelers 
Across the Nation! 


It Offers Assured Profits, 
Increased Prestige, Freedom 
from Unworthy Competition 


Shown at right: Extremely thin, officially certified Chronom- 
17J. temperature adjusted movement; 18 Kt. gold 
. Other models from $71.50 up. 


SIGNS of BETTER TIMES in WATCH aes 


















ION 


MONITORED DISTRIBUTION 


. 
. 
*e. 


ia TP 
Me “incegeet! 


Rl R E - & E U = A Watch and Chronometer Co., Inc 


665 FIFTH AVENUE. NEW YORK 22. N.Y. 











famous 
for our 
“SCHULER" 
patent # 
adjustable | 
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Ear Clip 
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PREFORMED PARTS 
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with that 
for you” |ook 


Popbo JEWELRY BY 


Famous for over half a century for 
exquisite gold jewelry, distinctively 
styled with the “custom look"... 
and priced to sell on sight. 


® Preformed Parts Inc. 


associated with Geo. Schuler & Co., Inc. 


Factory and Office: 
520 Bedford Road, Pleasantville, N. Y. 


New York Seles Office: 
515 Madison Avenue, New York 22, N. Y. 


INC. 











St. Joseph of Copertino 
F lying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and made 
famous during World War II as a special guardian of air 
travelers, is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 
153 East 70th St. New York 21,N.Y. BU. 8-2718 
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GREEN STONES (from page 74) 
but descriptive name, and it seems to come from 
Africa. 

Since all the specimens seen have been carved 
already, it has not been susceptible to a break- 
down and an analysis. Hardness tests show it 
to be fairly soft, for all the high polish it takes, 
and the character of the green color is quite 
reminiscent of a copper-stained green. The best 
guessers call it a hard clay, with a copper im- 
pregnation. 

Somewhat similar material with blue azurite 
impregnation is also in use, and attractive mix- 
tures of blue and green will sometimes be found 
in stores handling the carvings. It is too soft 
for regular jewelry use, so it does not appear 
in the small stones that constitute a major part 
of our interest in this series. The carving can 
be fairly intricate, however, and the polish is, 
as we mentioned, quite good. This takes it out 
of the rea] clay class, but it remains to be seen 
exactly what it is. 

The rough is apparently abundant and comes 
in large pieces, so the carvings are sometimes 
quite large. It can be identified by its color, com- 
plete opacity, lack of any banding or structure, 
and by the readiness with which it can be 
scratched by a knife. The other minerals are 











less opaque, harder, less uniformly green, dis- 
solve in acid with effervescence (malachite) and 
the like. Obviously, it will not be a material for 
antique carvings. The value of the raw material 
is very small, probably under a dollar a pound. 
Large pieces are the rule, so the cost of a carving 
should largely be for the workmanship, not for 
the material. 

Variscite is a purely American jewelry stone, 
(though as a mineral it occurs elsewhere) which 
is fairly close to turquoise in composition. It has 
been mined by one of the “amateur” mineral 
collectors from a deposit in Utah, and thus got 
into the hands of the amateur gem and mineral 
group, rather than in the hands of the jewelers. 
None has been sent to Germany for cutting, and 
as has been remarked before, that appears to be 
one of the essential steps in creating a market 
for a new stone. 

Idar’s distribution is worldwide, and their sup- 
plying a stone places on it a mark of approval 
that the uncertain thinkers of the jewelry trade 
seem to need before they can make up their minds 
if anything is beautiful or not! Anyway, the 
variscite, of which a good many tons have been 
mined, has never found the market nor com- 
manded the price that its beauty warrants. 


PLEASE TURN TO PAGE 85 














Over 35 Years of Service to Leading Jewelers 
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Rubies, Star Rubies, 
Sapphires, Star Sapphires 
Emeralds, Catseyes . . . 
Loose or in Platinum 


Diamond Mountings 


of Exclusive Design ... 


Vi With A WG LALLA: 


k 


ak ye alia nr x, \ 


OlO FIFTH AVENLI Rockefeller Center 





Ne w“ York yAiP aT “ York 


( 1 











FOR NOVEMBER, 1956 


83 








Khodium 












Specialists in the 
Unusuva!—Since 1901 


Consubl our staff, without 


obligation, about your 














specific plating problems. 





Rhodium Plating for jewelry offers the advantages of 


whiteness, lustre and corrosion resistance... 


For electrical and other applications: protection from 
corrosion in air or unusual conditions . . . Particularly 


recommended for printed circuits and contact surfaces... 


Can be applied to many surfaces from less than one 
to one hundred milligrams per square inch... 


ELECTROPLATING SOLUTIONS 





SIGMUND COHN MFG. CO., INC. 


121 SOUTH COLUMBUS AVENUE * MOUNT VERNON, NEW YORK 













RETAIL 


29 95 #1018 — Modern bras: 3 pe 
Clock. 8" x 5%” x alelachate 
S$ bd eb 7-1(-telel-teMal-tel@e)i-3 tlellol tm alam tehit 
tinish case. Silverplated 4” dio t 
MMGace aabceoedlen pacdalee 
SEND FOR NEW PRICES AND CATALOG 
HENRY COEHLER CO., INC. 
101 FIFTH AVENUE NEW YORK 3, N. Y 
1524 Merchandise Mart Gi illacleloy Ht. 
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Stainless Steel Blades 


by “Vborthampton 


For New Goods or Repairs 








A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a compleie line of tableware. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY »¢ 


NORTHAMPTON 2, MASS: * ESTABLISHED 1871 
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GREEN STONES (from page 83) 

The average occurrence of variscite is in thin 
crystallized crusts, ranging from pale green to 
white, with shades of green the common color. 
It is an aluminum phosphate which owes its 
green color to iron which is present but is not 
an essential part of its composition. 

The easiest test for variscite is applied to the 
light green masses. Gentle heating in the gas 
flame transforms the green mineral to a violet 
one, and the intensity of the violet is directly 
related to the original green color. Veins of 
this material have been found in Bisbee at a 
copper mine, and thin crusts of green crystals 
are found near Hot Springs, Arkansas. The 
gem occurrence is very different, and much more 
massive. 

A deposit in Utah proved to be most interest- 
ing mineralogically, as well as a source of some 
fine gem material. Nodules of green variscite 
appear to have formed in a limestone and then 
to have been altered by subsequent weathering 
of solutions seeping through them as they lay 
in the rocks. A whole series of new phosphate 
minerals was formed in concentric bands around 
the residual cores of fresh, unaltered variscite. 
Some of the nodules are a foot or more across, 


and the variscite cores several inches through. 

The variscite varies from deep emerald green, 
slightly translucent in some of the best, but 
usually intersected by lighter colored cracks. Some 
of the variscite retains a deep green color in- 
definitely, usually only a portion of the surface, 
an island lying between intersecting cracks bor- 
dered by paler green material. It is related to 
the moisture content, for the deep green at the 
beginning gradually dries out and fades. Soak- 
ing the slices in oil is far too frequent a practice 
and has the same effect of intensifying the color 
as we shall note in turquoise next month. 

The commonest of the alteration products 
makes a yellow border around the variscite core, 
and it will frequently be seen in the cabochons 
cut from the sliced nodules. A bluish white min- 
eral (wardite) may form small “eyes” in the 
body of the variscite, and this, too, is quite typical. 
Its identification is easy, there is no other com- 
monly used gem mineral in the West that looks 
almost identical with turquoise except for its 
green color, and the associated minerals only 
confirm the original conclusion. Very nice look- 
ing cabochon stones are offered at all the mineral 
shows for a dollar or two each, and appear still 


to be in good supply, though the mine is not 
PLEASE TURN TO PAGE 87 





BIG, BOLD AND BEAUTIFUL... 


[t’s difficult to design a strikingly massive ladies’ ring 


and still retain the daintiness every woman desires. CHURCH designers have done the trick with this 


smartly styled 14K yellow gold and platinum ring, set with a large aquamarine and 8 diamonds. 3034/1. 


CHURCH & COMPANY wonvfocturing Jewele 
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rignt Ideas for Christmas Profits 
\\ 


FROM b. david 


Give yourself a Christmas bonus by selling the line with the bonus features. The B. DAVID line is 
consumer accepted, styled for the latest fashion trends. It’s guaranteed! You and your customers 
never need worry about B. DAVID quality. It’s profit priced for the dealer. You'll have no trouble 
selling this B. DAVID line at any time . . . it's priced right for both sides of the counter. 


Below you see just one of the many fashion bright ideas that are being shown now by your B. DAVID 
salesmen. See them all . . . profit from them all. Stock and sell the B. DAVID line this Christmas! 


Entire line 
packaged in 
coral and gold 
gift boxes 


A promotion Kit packed with profit for No. 383 


you! Your B. DAVID representative has Sparkling for gifts, this big-selling rhinestone 
ay or erite dit eet ielt necklace is enriched with shimmering simulated 
dntealetbiin ° ° pearls ard marquise stones in a choice of 


festive colors $19.00 


No. 183 KEYSTONE 
Triple-set earrings to match $4. 


send you one. 


| COMPANY 
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skilled craftsn 
“Don’t worry, it’s a FLEX-LET ... and 
Mfd.by ARCH CROWN TAGS, INC. ALL Flex-Let Bands are guaranteed!” 


2/7 Halsey St.. Newark 2 NJ 
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GREEN STONES (from page 85) 
by any means kept in continuous operation. 

Oriental art stores and lamp shops have, for 
many years, sold “green quartz” lamps in which 
the base is a carved green stone, with some 
Oriental motif. Their “green quartz” is not quartz 
at all, though it is usually green. Actually, “green 
quartz” is a misleading name and cannot be con- 
doned, for it implies that the material is some- 
thing which would be as difficult to carve and 
as resistant to the artist’s tools as true quartz. 

Since the Oriental shop’s “green quartz” is 
actually fluorite, with a hardness of 4 instead 
of 7, it is obvious that its carving goes very much 
faster and is, accordingly, that much less costly. 
Fluorite has already been mentioned in this series. 
It is commonly banded and even in the Chinese 
material we often see purple areas interspersed 
with the green. 

“Green quartz’ does not show the distinct 
banding that is characteristic of the British 
“Blue John.” It appears to come from more uni- 
form veins. We do not know the source of the 
Chinese material—presumably it is somewhere 
in the East. Fluorite is a common mineral, used 
for fluorine compounds and in the purification of 
aluminum and the manufacture of opal glass, 
that is found in many lands and in many parts 





of the United States of America. 

A very common green stone that is found in 
many of the silver mounted “real stone” rings 
of the ten cent stores is a variety of feldspar 
known as amazonstone. Amazonstone is a green, 
microcline feldspar. It is a common color in 
pegmatite feldspar and is obtained in the U. S., 
(perhaps was is more accurate,) at Amelia, Vir- 
ginia, and near Pikes Peak, Colorado. 

For several years a mine was operated in Vir- 
ginia to recover the very fine, almost translucent, 
blue green amazonstone that occurred there, for 
gem purposes. Heavy blasting developed too 
many cleavages in the material and eventually 
the mine was abandoned. A nearby pegmatite 
has, in more recent years, yielded a greener 
variety of the same mineral, but the interest in 
American gem minerals as strictly commercial 
developments has dwindled since the beginning 
of this century when activity reached its peak. 
Today’s amateurs are still amateurs in spirit if 
not in practice. Actually going out and mining 
gem stones for commercial sale through jewelers 
seems not to enter into their thoughts. 

Amazonstone was first really noted when it 
was found in Brazil and I[ndian ornaments of 
this green stone were brought back to Portugal. 


PLEASE TURN TO PAGE 89 
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JEWELRY—CHINA—OBJECTS D’ ART 


A professional auction service 
by a professional jewelry auctioneer 


A service that has been put to use for firms and situations 
as varied as: The Steiner Liquidation, Sutton, Neb., population 
1500; Our two history making sales, Feagans Company, Los 
Angeles, inventory values over three million, and our cele- 
brated group sale for the six leading jewelers of St. Louis, 
Mo., consisting of approximately $800,000 taken from their 
six stores for the auction. 


A FEW OF OUR MANY AMAZING COMPLETE 
LIQUIDATIONS OF THE YEARS 1954-55-56 


Robert Meyer, Jr., Pres. Nebraska Retailers, Scottsbluff; L. W. 
Terry, store Est. 1884, Kalamazoo, Michigan; C. W. Meyer, 
Benton Harbor, Michigan; Shanks Jewelry & Music Store, 
Waterloo, lowa, a firm that grossed $500,000 their last year 
in business; Bob Reneau, Alva, Ok.; Weldon Jewelers, Paw- 
hauska, Ok.; Neubauer Jewelers, Dayton, Ohio; Omaha's Oldest 
Store for Finance Company; Wren's Jewelers, Clinton, Ok.; 
Frank M. Knoell, Mt. Sterling, Ky.; Thomas & Thomas, Colo- 
rado Springs, a sale attended by the elite of the Rockies; 
Adm. Scles for H. P. Sutton, McCook, Neb., store est. 1888; 
Geiger & Ament, Louisville's fine old store; Jack Workeringer, 
Litchfield, Ill.; And many others in the states of Texas, Cali- 
fernia, Ohio, Nebraska, Oregon, lowa, Indiana and the 
Dakotas. 

$200,000 Removal Auction for Middletons, Ft. Lauderdale, 
Florida, the head of which was four times President of Florida 
Retail Jewelers. 

WHEN MATTERS CANNOT BE 
SETTLED BY LETTER WE WILL 
COME AND SEE YOU AT OUR stock will bring either in 
EXPENSE bulk or at auction. 


AMERICA’S FOREMOST JEWELRY AUCTIONEER 


Themas J. Faussett Howell, Michigan 


We can tell as close as 
humanly possible what a 

















RING UP BIG PROFITS 


No investment 
. no stock 
to carry. You 
act as Mr. In- 
Between. The 

accumulated 
know-how of 
generations of 
craftsmen 
stands behind 
you. You get 
the fastest ser- 
vice in the 
trade, on pop- 
ular custom-made college rings for almost every ac- 
credited 4-year college in the nation. Your sales are 
consistent; your profits will be bigger than ever. No 
minimum order! No die charge! Our new College 
Ring Catalog is yours on request... 

















with FREE point-of-sale display material and selling informa- 
tion. Start right away to ring up sales the CSC way! 


Also 14K Gold College Seals and Charms 








COLLEGE SEAL & CREST COMPANY 


236 BROADWAY, CAMBRIDGE 39 MASS $ 































































tage Retire. 
Be aes 


NATURAL... 


Two factors make your sale of Rolex watches a natural. 


FIRST... is our half century old, inflexible policy 
of protected profit. 

SECOND ...is our unquestioned achievement of 
product integrity. 


These points have served well in the establishing of jeweler 


and consumer acceptance of ... R O L 13 xX 





with raised 
- hard enamel letters 


BUILD PROFITS 


with 
Football Charms 


Disher 


Selling football charms in 
team lots is fine business, in 
Gold Filled, Sterling, or 
Karat Gold. Fisher service 
offers 4 sizes. Orders for 
special engraving can be 
handled easily. Catalog 
available. Sold through 
wholesalers. J. M. Fisher 
Company, Attleboro, Mass. 


Tie Slide ; 





THE JEWELERS’ CIRCULAR-KEYSTONE 








GREEN STONES (from page 87) 

It received its name from these specimens, and 
later the pegmatites of Minas Geraes, some dis- 
tance from the Amazon, proved to contain large 
crystals of green microcline feldspar, suitable for 
the fabrication of reasonably attractive stones. 
Some of the “jade” of Mexico is also microcline 
feldspar. The larger bits on some of the masks 
in the museum in Mexico City are actually 
amazonstone, coming, probably, from pegmatites 
in the vicinity of Oaxaca. 

Amazonstone also comes in fair-sized chunks 
from India. It has been used in all the ways 
that these stones usually appear in jewelry: in 
cabochons and buff-tops, in carvings and tumbled 
about in baroques. Since it has an excellent set 
of cleavages roughly at right angles, (not ex- 
actly, it is mono- or tri-clinic) when it appears 
in a baroque it is not usually as irregular in 
outline as some of the others. 

The cleavage is the guide to its identification. 
Microcline is filled with little incipient cleavage 
cracks. As a stone is turned the cracks reflect 
the light at certain precise angles. These reflec- 
tions will be observed as little glints, appearing 
simultaneously over the entire face of the stone, 
and make its single crystal unit (the whole struc- 


ture has to be a unit to give this effect) obvious. 
There is no other opaque green stone that does 
this. The value is negligible, of course, little 
more than the cost of the cutting and polishing. 
Aventurine quartz also reflects sparkling points 
from various spots on its surface, but these do 
not follow a definite plane, to shine out all at 
once from an entire surface. They have more 
the character of isolated spangles scattered 
through a greenish translucent mass, like specks 
of mica embedded in a tightly cemented mass 
of qguartz grains. Such an appearance is not sur- 

prising—that’s what aventurine quartz is! 
Sand grains that streams deposit on beaches 
or on the sea floor become, in long periods of 
time, cemented together into rock formations 
known as sandstone. Further burial with accom- 
panying pressure and heat produced by crystal 
movements may unite the grains so tightly that 
on fracture the grains no longer separate. A 
break across the rock breaks right through the 
sand grains. Such a rock, which is a hard and 
resistant formation, is known as a quartzite. 
Sometimes clay impurities that were mixed with 
the sand grains grow into mica flakes under the 
heat and pressure, and if chromium happens to 
be present, the rare green mica, fuchsite, develops 
PLEASE TURN TO PAGE 91 








The feeling of luxury —a 
human desire you can convert 
to sales with STAR rings. 
Finely made and finely fin- 





Pret sa 


-only a few cents 


», \ | i \ [fesrurserunn 
a | 
4\ { | yt COMPANY, INC. | 


MAKERS OF FINE RINGS SINCE... 1919 \ 
BUFFALO 3, N.Y. . 


887 MAIN ST. 


NOVEMBER, 1956 





ARLEN |< 


THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES 
AND AWARDS 


@ GENUINE PEDRARA ONYX 

@ BLACK & GOLD ITALIAN MARBLE 
@ FINE WALNUT WOODS 
. 


“MARBLETTE” — THE GEM 
OF PLASTICS 


“RICH-GLO” FIGURES 


ARLEN’S NEW, 
ECONOMICAL “OSCARS” 


AUTHORIZED 


THROUGH 


Write for new, copyrighted “Trophy 
Selection Guides’ with your im- 
print, — a streamlined selling aid 
to increase trophy orders and to 
reduce customer time in “‘select- 
ing’ trophies. 


ARLEN TROPHY CO. 


OLD STPEET BPOOQ 


ONLY 


SOLD 











GEMOLITE 


(Binocular Microscope) 


Deluxe 
10x-30x-60x 


Your Best 
DIAMOND SALESMAN 


manufactured and sold by 
GEMOLOGICAL INSTITUTE OF AMERICA 
11940 San Vicente Boulevard 
Los Angeles 49, California 


Serving the Jewelry Industry since 1931 
. Diamonds 
Designing 


Retailing 
Gemology 


Courses in 














Ma hihissshbiae 
. Saietaeaatlt 


Vy J GA 
F LOPUSl A fewelty Ce. Zn 
48, PA 


032-42 S. JUNIPER STREET e¢ PHILA 


SALES OFFICES: 
MR. GEORGE KRAMER MR. HARRY Z.KURS MR. JAY RAICH 
580 Fifth Avenue 55 E. Washington St. 448 S. Hill St. 
New York, N.Y. Chicago, lil. Los Angeles, Calif. 





It's easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 


ies 
NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 
Write for details 


STAMPING ge geen et 
Kingsley '! on 4 he pr 
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GREEN STONES (conclusion) | 


and as a result we then have aventurine. 
Coming in large and massive formations, it is 


suited to the carving of typical oriental objects 


like bowls and incense burners, and when so “VAl ak AVENUE NEW YORK 


handled closely resembles jade. It can be detected, | TELEPHONE: COLUMBUS 5-5751-2 
of course, by observing the green spangles and | 
color splotches which become apparent on loupe 
examination. | 

Unlike jade, it fractures in a splintery fashion : 
with some readiness, so it is suitable for tumble- | 
polishing, and is now finding a place in baroque | 
stone jewelry. We will seldom find it, however, 
in regularly shaped cabochons or beads. A flat 
surface would give a quartz refractive index read- 
ing (1.55), but usually no test is needed. 



















































Is It worth 50¢ to 
indoctrinate a new employee? 


To speed the training of new jewelry store sales 
people, the editors of JEWELERS’ CIRCULAR-KEY- 
STONE have prepared especially for the indoctrina- 
tion of extra Christmas help, a new 32-page book- 
let (Reader’s Digest size) entitled, “Fitting Into | | AW _ 
the Selling Picture.” This booklet provides the 
basic selling facts on diamonds, watches, silver 
and all other staple jewelry store lines. It also 
includes a three-page glossary of jewelry store 
facts. It is being made available at 50 cents a copy 
as another JC-K service to the trade. 



























Nias 


32 PAGES ON 


diamonds 
clocks 

colored stones 
giftware items 
watches 


silver 


china & glass 





Write: THE JEWELERS’ CIRCULAR - KEYSTONE, STA i SA P P H | R E S 


Chestnut & 56th Sts., Phila. 39, Pa. (Handy cou-| TW NES S75 TL Das eS 


pon for ordering on page 97.) | 


i 








FOR NOVEMBER, 1956 91 












Official 


GRANDMOTHER'S 
BRACELET 
















‘ —— ai 


This Official Grandmother's Bracelet Display has been 
made for us exclusively. 

It contains six individually boxed bracelets, in five 
different patterns, with six assorted round, heart, boy 
and girl silhouette charms, which are available in open 
stock. 










Your choice of 1/20-12k yellow gold filled or sterling 
silver quality. 
GB 118 Gold Filled Keystone $27.00 










22 WEST MADISON STREET 
P. O. BOX I | 
CHICAGO 90, ILL. 
| 
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‘ORIENTA’ 

































































“Orienta™ Cultured Pearls | 


LEYS, CHRISTIE & CO., INC. | 


65 Nassau St., New York | 





GB 124 Sterling Silver Keystone 25.00 | 
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SHOWMANSHIP IN BUSINESS (from page 76) 
portant. In China, for example, white is the color 
of mourning. 


Use Color In Selling 


Ford salesmen in the South carried a bright 
orange stick as a symbol of their desire to do a 
little “hoss trading.” It seems that in the old days 
the horse handlers used to carry a cane to perk up 
their horses when a prospect came in view. They 
would wiggle the cane to stimulate the animal’s in- 
terest, which, if not forthcoming, was further 
stimulated by a whack on the flank. In Jackson, 
Miss., A. J. Whithead, a Ford dealer, used the idea 
in some newspaper advertising reading, “Every 
Ford salesman carries an orange stick. Stop him 
on the street anywhere and ask him about a trade. 
That orange stick is your invitation to get the best 
of a good deal.” In Little Rock, Ark., the idea 
caught on—they made a game out of it by fining 
a salesman a dollar if caught without his orange 
stick—$17 went into the kitty to be used for a 
dinner at the end of the campaign. 

Since color provides a recognizable association 
with its product, the Comfort Coal and Lumber 
Company standardized on white for trucks, sales- 
men’s cars, and so forth. Unfortunately, this didn’t 
prove practical since the white car parked in front 
of a woman’s home told her that a salesman was 
coming to collect for the coal—so she ignored the 
doorbell. 

The newspapers are making big progress in put- 
ting color into daily advertising. Take the hint— 
use it in your direct mail advertising and in your 
store and window displays. Use it in your exterior 
designs. Use it in your packages and wrapping. 


Doubles His Sales 


I know a man who nearly doubled his sales by 
“colorizing” his whole business. First, he re- 
designed his product—a roofing shingle—in a new 
and brighter color. He hired a crew of college men 
and sent them out in a fleet of ten rainbow colored 
automobiles. Cooperating with the local building 
supply dealer, the fleet would anchor at the door 
of an industrial plant at lunchtime, and as work- 
men streamed out, they would find the road cov- 
ered with rows of beautiful shingles. At Bingham- 
ton, N. Y., where they started, 128 leads were 
obtained, resulting in twenty-two sales within a 
few days—and always at prices higher than exist- 
ing competing levels. Further publicity was ob- 
tained by night installations with floodlights. 

A canny manufacturer of Salt Lake, made 
“orchid” the color of his “Paradise” package. 
Finding this package his best seller, he proceeded 
to make orchid the official color for the firm. It 
is used on the front of the factory building, as 

PLEASE TURN TO PAGE 94 
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ONE MORE JEWELER (from page 64) for the first time ...a truly handsome ... 


laid in a supply of every type and price. To go 

along with this, he created a third slogan, “It’s a Christmas Gp 
Megel Mounting,” and this, he says, has now been Lt 
read and heard almost as much as the other two. 

In fact, ““Megel Diamonds” and “‘Megel Mount- 
ings” are, he declares, “just about as well adver- 
tised in this mountain playground city as automo- 
biles and soft drinks.” 

At the start Mr. Megel decided to deal only in 
flawless stones and became known for this exclu- 
sive type of product. Many visitors would ask to 
see them and ask why they were called flawless. 
Which, of course, gave Mr. Megel the opportunity 
to discuss the “Four C’s,” and show his stones 
through the loupe. 

A certain number of purchasers, however, al- oe ee 
ways prefer “flash” to quality, and would rather 
have a large imperfect stone than a smaller flaw- 
less one. To accommodate these buyers Mr. Megel 


Caan 
reluctantly has been obliged to include slightly 


imperfect stones among his merchandise; but 85 GRAFF, WASBOURNE & DUNN 


per cent of his inventory, he says, is still in the | © Mite 
fiawless category. 











@ STERLING SILVER 
@ 3%" x 3%" 
@ VELVET BACK 











Manufacturers of Fine Silverware Since 1768 


Along with these merchandising methods, he 158 WEST FOREST AVENUE ENGLEWOOD, N. J. 
PLEASE TURN TO PAGE 95 

















Cherished moments preserved for 
a lifetime of remembering, in a beautiful 

Gibson volume destined to become tomorrow’s treasure. 
"Richly illustrated in delicate, shaded blue and gray, pages 

contain space for engagement, showers, guests, certificate, family 

trees, honeymoon, first home, family life and 
other precious memories. Complete section for 
listing wedding gifts with numbered identification 

stickers. Beautifully bound in washable simulated 
leather or silky rayon moire, 
wes _ white with silver title, 
36 pages, 8x 10 $3.50 LIST. | 


of * CS Se AND COMPANY |i |) 
blishers = 


Pu 
NORWALK, CONNECTICUT 
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CASH for Your 


Surplus Silver 






We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive, 
obsolete, new or used. 






We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 






Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 







We are also interested in cooperating with jewel- 
ers who receive calls for older sterling patterns that 
are no longer available. 







Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 






Julius Goodman 
& Son 


Mempbis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS. TENNESSEE 
























































, Exclusive 
HEART O’ DIAMONDS 
Bridal Sets . . . the most 
spectacular sale-success 
of the year! See them 
at your wholesaler today! 


“PAT. PENDING 


130 WEST 46th ST. , NEW YORK 36, N. Y. 


Goldstein- Gerson oto Pa ial om 








SHOWMANSHIP IN BUSINESS (conclusion) 


retail display material, for the printing color on 
stationery, for the suits of the firm’s baseball 
team, even on machinery, tables, woodwork and 
refrigerators. 


Important For Jewelers 


Color is a natural for the jeweler—since it is an 
element of both fashion and home decoration— 
two basic interests that are associated with the 
purchase of jewelry. And there are endless ways 
to use it. Women who visited the new store of the 
George Gerber Company of Providence, Rhode 
Island, were given colorful orchids flown in from 
Havana for the occasion. The mayor of the city 
officiated at the ceremony. 

When Reed & Barton brought out its Burgundy 
pattern in silverware, their dealers used bur- 
gundy-clad women against burgundy backgrounds 
to attract the interest of fashion-conscious shop- 
pers. In far-off Geneva, Switzerland, a jeweler 
brought color to his window by using the red and 
black of a gaint chessboard to spark his display. 
Closer to home in St. Catharine’s, Ontario, a jew- 
eler has his own distinctive shade of colored paper 
to constantly bring his identity to the mind of the 
customers. 


Aid In Advertising 

Certain combinations of color in stationery and 
enclosures in direct mail selling are found to sell 
better than others. Here, for example, is the ex- 
perience of the manufacturers of Caslon Bond: 


Color 

% of Increase of Letter Color of 

in Response Paper Envelopes 
48 pink blue 
34 canary blue 
28 green blue 
26 pink white 
26 corn blue 
21 canary white 
18 white white 
16 green white 
14 corn white 
12 white blue 


So colorize—it helps make your show exciting. 
Remember, even TV had to come to it! So, if you 
want to see the color of their money—use color! 





The Puritans gave thanks on a special day, Thanks- 
giving, to avoid what they considered the paganism of 
Christmas. A Puritan law of 1659 provided a fine for 
anyone who observed Christmas by “abstinence from 


labor, feasting or any other way.” 
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ONE MORE JEWELER (conclusion) 


has built up an unusual and very effective type 
of promotion. He makes “personal appearances.” 

On an average of once a month over the past 
five years he has been guest speaker at meet- 
ings of business associations, church groups and 


women’s clubs, lecturing on the diamond indus- 


try from mine to final mounting, displaying cases 
ot his stones, describing his long background in 
the business and pointing up his store philosophy, 
which resolves itself into “telling them the truth.” 
Such forthrightness, of course, carries a lot of 
weight. Mr. Megel says that in all he has talked 
to upwards of 20,000 people, that many of the 
faces in his audiences show up later in his store. 

Another merchandising method he employs is 
the use of “comparative displays.” At a sit-down 
case near the front of the store he shows a cus- 
tomer leather cases each containing stones of 
varying sizes but tagged at the same price. In one 
box stones are priced at $50 but are sized all the 
way from 10 points to one-fifth karat. Similar 
boxes are arranged for $75 and $175 stones. The 
imperfections which cause different sized stones 
to be priced alike are pointed out under the gem- 
scope or loupe. 

This particular bit of showmanship is not orig- 
inal with Mr. Megel, but it is, he believes, the first 
time it has been used in Colorado and he feels 
that, for educational purposes, it is worth more 
than lengthy explanations. Moreover, always 
slanting his approach to quality rather than 
price, he is sure that the cases of loose stones aid 
him materially in “selling up” the customer to 
better quality. 

Mr. Megel is convinced that it is because of con- 
sistent concentration on these methods over a five- 
year period that he has never suffered a volume 
setback in any of his major jewelry lines, and has 
needed to move to larger quarters because of his 
diamond traffic. 





Jeweler’s Anniversary Reminder 


Prevents Red Faces in Spearfish 


Spearfish, S. D., has an unusual name, a popula- 
tion of less than 3000, and a jewelry store that 
reminds its residents of important anniversaries. 

The store owner, Mrs. Janice A. Blue, holds an 
open house celebration annually. At this time, 
she furnishes a guest book in which Spearfish 
people can sign up, listing birthday and anniver- 
sary statistics. 

When the key dates approach, the Blue Jewelry 
Store sends Spearfish husbands and wives an 
appropriate note, reminding them of the all-im- 
portant event. The note also reminds them of the 
gift selection at Blue’s. 


FOR NOVEMBER, 1956 





NAT 
AD 


ON / 


NOVEMBER 


VOGU DECEMBER 


Alice is really going places! 
From now on regular 
large-space ads in 
VOGUE, SEVENTEEN 
and other style-setting 
magazines (TV too!) 
will promote Alice’s 
smart new $2. to $6. 
tailored sets . . . ideal 

for your counters! 
Cash in on these 
major promotions 


now! 


Here’s the 
November 
promotion in 
SEVENTEEN 
gleaming sun- 
burst dangles, 
perfect for en- 
graving! Ask for 
counter cards, re- 
prints (with your 
name), mats, etc. 


Thru Your 
Wholesaler Only 


oe ee ee ee Oe ee ee 


52 Valley Ss? Bah al asa ~ ! 





Must reading for users of stopwatches. 


Brond new Clebar catalog . . . 

1) @ illustrates ond describes more 
than a score of stopwatches and 
chronographs for every timing purpese. 
Write for your copy today ! 


mush Full information, catalog, wholesale price list j 
and illustrated booklet. 


CLEBAR WATCH AGENCY:15 W. 44th St., N.Y. 36 2 








City. j 


nsehemwe eee aaa | 








sterling creatlons 


by return mail! 


Exquisitely crafted 

by a generation of skilled 
craftsmen, Raimond sterling frames 

are designed from one piece of silver and are 
unconditionally guaranteed for life. The entire line 
of unique Raimond sterling gifts will bring you 
immediate sell-on-sight business. 


write for our new catalog today! 


== 


Incorporated 149 Exchange Street, Malden, Mass. 





HELP FOR YOUR EXTRA HELP (from page 72) 

in the clerk, confidence which he can radiate so 
that the customer will, in turn, have confidence 
in his statements. 


The material is designed to teach the practices 
of the jewelry store, the psychology of jewelry- 
store customers—and the essential facts on 
jewelry-store merchandise. 


The average jeweler in trying to explain to a 
new clerk the quality factors of his various lines 
of merchandise is either too superficial or too de- 
tailed in his teaching. He usually ends up with a 
feeling of regret at having wasted his time. 


Whether the extra Christmas help are school 
teachers, bank clerks, college students, erstwhile 
unemployed widows or potential full-time em- 
ployees, they will find this “capsule course” fas- 
cinating, easy to read and absorb. This booklet 
presents its material on the assumption that the 
newcomer knows nothing about jewelry-store 
items and has only average intelligence. 


Did you ever consider the psychology of the 
layman coming into a jewelry store and stepping 


behind a jewelry counter as a clerk? They are 
just plain scared. 


They must be made to feel at ease, made to feel 
important—they must be made to feel they are 
needed. This booklet does that. It says on its 
opening page to the beginner, “You are now one 
of us.”’ It goes on to welcome him as a fortunate 
“person apart.” It continues, “You are now part 
of one of the world’s oldest and most respected 
trades. As one in the jewelry business it is your 
privilege...” 


The practical limitations of temporary, part 
time help are recognized. For example, the first 
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“capsule course” is on the selling of diamonds. 
This is not titled with a bookish heading which 
would frighten the beginner. Rather, it is headed, 
“A Diamond Is Forever’”—a heading such as the 
new clerk might find on an article in a consumer 
publication. It is intriguing. It starts with some- 
thing the lay reader can understand and believe. 
For example, the capsule course on diamonds 
says, “On that little tag attached to each diamond 
ring and on the inside shank of the ring itself, you 
will find a wealth of information. Tell it to the 
customer—BUT, if he wants to get ‘technical,’ 
you had better be ready and call for the assistance 
of more experienced help to take over the sale.” 

The reading matter on this subject is informa- 
tive without being awesome. The newcomer is 
advised of the quality factors which determine 
the value of diamonds—information which should 
be transmitted to the customer. 

For example, carat weight is explained. “But,” 
the newcomer is told, “size is only one of the fac- 
tors determining the value of a diamond. The 
others are cut or make of the gem, the color, and 
the clarity of the diamond.” The article goes on to 
explain in simple detail just what these are. 

The diamond selling “course,” like the other 
“courses,” is easily digestible, easily understood. 

In addition to the courses on different jewelry 
store lines, the booklet includes a three-page glos- 
sary and three pages of quiz questions with which 
the new clerk can test his knowledge. 

Clip the coupon appearing just below—order 
enough copies to give one to each of your extra 
holiday clerks. Do it now! When your extra peo- 
ple report for work you can capitalize on their 
enthusiasm by immediately turning over to them 
these instructive “capsule courses.” Copies are 
50 cents each from JEWELERS’ CIRCULAR-KEY- 
STONE, Chestnut and 56th Sts., Phila. 39, Pa. 


SEND COUPON TODAY 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Sts., Phila. 39, Pa. 


Please send immediately ... copies of “Fitting 
into the Selling Picture” at 50 cents per copy. 
Enclosed is $... 


Name 


Firm 








RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 
Silverman 


THIS MAN WANTS 
A GUARANTEE! 


He wants his cake and he wants 
to eat it too. 


He states, ‘| have read your ads with interest 
and | want out, but | am offered only 50¢ on 
the dollar. Since you say | can come out with 
$ for $, why then don't you go ahead and 
give me $ for $ and my store is yours." 


All he wants from me is 100% more than 
from anybody else. He wants me to gamble 
as follows: 


|. Pay twice what his inventory is worth to 
somebody else. 

2. Pay all expenses. (Advertising, extra help, 
etc.) 

3. Pay his normal operating expenses. 


He magnanimously states that | con have 
everything left over. But Mr. Storekeeper 
has to have a little confidence in his own 
store. In this world most of us are guaranteed 
only three things—{Death, Taxes, & social se- 
curity in our old age.} 


| repeat to him and you others in similar cir- 
cumstances, if you are offered 50¢—60¢— 
75¢ or even 90¢ on the dollar-—DON'T AC- 
CEPT—| WILL MEET THE OFFER PLUS 
GIVE YOU A PROFIT OVER AND ABOVE 
OUR BREAK EVEN POINT. 


WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, New York 


Telephone: Plaza 7-4693 











The Action Display Way 


to B-O-O0-S-T 
‘ Your Sales 
[ZERZ7 Roto-sho 


MODEL SM-10 ELECTRIC TURNTABLES 
2 EACH 


$995 


List Price F.0.B., 
L. l. City, N. Y. 








LOWEST PRICE EVER 
FOR A UNIT OF THIS KIND! 


Motion makes money for you. Kasson Roto-Sho turn- 
tables focus attention on your merchandise, make 
passers-by stop, look, BUY! Place Roto-Sho turntables 
on counter tops, windows, selling floors; these automatic 
salesmen make money for you. 


MODEL SM-10 ROTO-SHO JR. 


¢ Costs only %¢ a day to run. 

¢ Lightweight, sturdy, carries up to 10 Ibs. 
* Revolves 3 times a minute. 

* 110 volts, A.C., 50/60 cycles. 

¢ All steel construction; UL approved cord. 


MAKE FULL USE OF 
AVAILABLE wees. SPACE! 


Special Roto-Sho jr. 
Build-up Unit 


EACH 


$] 150 


List Price F.O.B., 
L. I. City, N. Y. 


Includes: ‘ | : 
1 SM-10 Roto-Sho Junior a 
electric turntable se 

1 — 12” diameter disc* 

1 — 14” diameter disc* 
*Tier discs made of sturdy, lightweight 
4” Masonite; silver crackle finish. 


I DELIVERY OUT OF STOCK 














| Iljustrated Catalog 





IN 24 HOURS 


All KASSON Roto-Sho units are backed 
by a 10-day money back guarantee! 
ROE LS REN GN et NS 
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Gentiemen: Please send me: JCK 116 
| [] MODEL SM-10 Kasson Roto-Sho Jrs. @ $8.95. 
[] MODEL SMP-70 Kasson Roto-Sho Jr. Build-up units @ $11.50. 


() FREE illustrated catalog showing Kasson Roto-Sho build-up 
fixtures, skeleton and ceiling turntables, and prices. 


| Enclosed is my [] Check [] Money Order for $............ 
Be Bs 60 bb 060083 5:00666000006656 6O4nbe44eesheeeseeeenenenes 


PD... onccadnedeesdeocdeneseesensnde sbsdasbabebadoebanaeaen 
| ES .  . clasnsskdoceccdassuebetids scubesstsdesnekaus 


KASSON DIE & MOTOR CORP. 


Long Island City 1, New York 


cee OMe. felaisl-ta,me ll li bh actas 











Strikes While the Strike’s Hot 


A jeweler of Ambridge, Pa., was not to be 
beaten by adverse circumstances. 

While most jewelers in the steel towns were 
complaining bitterly about business during the 
recent strike, Phil Krauss, of Krauss Jewelers, 
Ambridge, Pa., ran an ad in the local paper 
under the caption “ATTENTION—Steelworkers!”’ 


ATTENTION - Steelworkers 


lf you are unemployed due to the steel strike . . . 
you can buy whatever you need and charge it to 
your account, or you can open a new charge 
account. 








Payments can start when you return to work. 


it takes only 3 minutes to open a 
charge account. 





PHIL KRAUSS 


“One of Americd s Finer Jewelry Stare 
TRUST 
all SS > THE MAN WHO 
TRUSTS YOU! 





AMBRIDGE, PA. 














The copy continues: “If you are unemployed 
due to the steel strike ... you can buy whatever 
you need and charge it to your account, or you 
can open a new charge account. Payments can 
start when you return to work. It takes only 3 
minutes to open a charge account.” 

Phil reports that, in contrast to the miserable 
shrinkages suffered by other jewelers, his busi- 
ness was down only seven per cent from last 
year’s volume for the same period. “Maybe the 
ad helped,” is his comment to us. 

We think maybe it did, Phil Krauss! 


Last Call for Operation Cherub! 





AT STORE name 





Ye Aaa C rvistmas 
' y . Ph y coullnt be mere 
ia = : se 
| Se 





There’s still time to join up... 

You can still get the “Idea Book,” the catalog 
of tie-in mats (some of them shown above), and 
the “newspaper supplement.” 

Write Jewelry Industry Council, 608 Fifth Ave., 
New York 20, N. Y. 
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and craftsmanship and the 
mate in utility and function. Z 
extra heavy weight serving plat- % 
ters are made of the highest 4% 
quality 18/8 Scientific Stainless, y 
flawlessly formed and finished. 
They may be put rightintoa hot > 
oven for cooking and broiling yet” 
they will always look bright and 


ae 
SE eax 


. i ae . . 
lustrous without ever polis 


Order for Christmas now— 
available immediately 
from our shelf stock 


Exclusive importers: — esse” 
SCIENTIFIC SILVER SERVICE CORPORATION ee 690 Broadway, New York 12, N.Y. 











14K GOLD CHARM ASSORTMENT. 


[Twelve of the most interesting 14K charms put up 
yn a chic ‘counter-merchandiser display. Every charm 


moves, including full deck of miniature cards, pop-up 


MIKIMOTO candles om cake, pop-up devil sod-fabben en 


Keystone price chart on back. Make important profits 


CULTURED PEARLS without risk of style change. Through wholesalers 


K. MIKIMOTO & CO. LTD. GJ 4 y J. M. FISHER COMPANY 
2 WEST 46th ST.. N. Y. C. 36, N. Y. ATTLEBORO, MASS. 
JUDSON 6 6992-3 
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Left—Transistor pocket radio from Westing- 
house Electric Corp. Unbreakable case of 
two-piece molded plastic. 6 in. x 314 in. 

x 154 in. Three different colors. Leather 
shoulder strap. Suggested retail price $69.95. 














Far Left—Men’s sterling silver jewelry by 
Squire, Inc., Taunton, Mass. This tie clasp 






and cuff-link set have sterling actions as 
well as sterling fronts. All engraving is 


by hand. Retail price $12.50. 














Left—This Timex automatic wrist watch is 
said to be the only American made self-winding 
watch on the market. It will be featured 

on the Steve Allen show Sunday nights on the 
NBC network. Retail price $14.95. 









Far Left—This No. 216 Pearlex steak set with 


) 41% in. Sabre blades with serrated tips is 






| now offered in newly designed cases covered 
| with blue pony-skin leatherette. From Kirk’s 
Ltd., 65 West Broadway, N. Y. C. For $12. 








Left—From Craftsman Billfolds, 47 West 
34th St., N. Y. C., comes this “Citation” 
billfold with matching key case. In various 
shades of cowhide. Packaged in a re-use 
jewelry box. Retail price $10. 












Far Left—The new “Motif” line of hollowware 
by Dirilyte Company of America, Inc., Kokomo, 
Ind. Solid gold-colored metal requires no 
polishing. Retail prices from $4.75 (pair of 
shakers) to $25 (sugar and creamer set). 


ineyre few ... Mey re 
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Right—Hand-set with French marcasites, 
ends of new black suede watch attachment 
are either gold-filled or finished in 
rhodium. Either may retail for $4.95. 
Made by Kimler & Daniel, of New York. 


Far Right—Customized watch by Victor Petrucci, 
220 W. Sth St., Los Angeles. Omega move- 
ment in 14kt yellow-gold case. Gems are a 

15 carat topaz with six graduated diamonds. 
Four 21% pointers on case prongs. $450. 


Right—The “Casino,” Hamilton’s newest 
man’s watch. Five diamonds alternate with 
multi-faceted markers. 22 jewels. Guar- 
anteed mainspring. In 14K white or yellow 


gold case, $175. With matching band, $375. 


Far Right—This 14K white gold tie slide comes 
from Wefferling, Berry & Co., 8 Rose St., 
Newark, N. J. Shrine emblem is featured. 
Reversible back panel provides space for 
personal engraving. $26 Keystone. 


Right—This lady’s 14K yellow gold ring 

is introduced by Church & Co., Inc., manu- 
facturing jewelers, 2 Garden St., Newark, 
N. J. Set with six cultured pearls and 
eight genuine sapphires. Keystone $100. 


Far Right—This “Ring Minder,” which holds 
three rings safely, comes from Axel Bros., Inc.., 
134 Jamaica Ave., Jamaica, N. Y., manufac- 
turers of “Tru-Fit.” diamond rings. May be sold 
for $3 or used as a display or presentation box. 


yours to profit by. 
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Theyre new... 


Left—From Wideband Ring & Jewelry Co., 
125 W. 45th St., N. Y. C., comes this music- 
box charm. Choice of five tunes. Genuine 
stones spell DEAREST. At $75 Keystone. 
Also in hurdy-gurdy and organ types. 


Far Left—From the 1881 (R) Rogers (R) di- 
vision of Oneida Ltd. Silversmiths comes this 
new glass-lined butter dish. In the simple con- 
temporary Croydon pattern, the dish will har- 
monize with any tableware. Price $9.50. 


Left—Westclox division of General Time 
Corp., LaSalle, Ill., presents this travel 
alarm, the “Travette.” Red or tan leather 
case. Silvered dial with gold-color raised 
numerals. Luminous dial. For $8.75 plus tax. 


Far Left—From Gruen Watch Co., 630 Fifth 
Ave., N. Y. C., comes this “Monaco” 14K gold 
man’s watch. Ball-shaped hour hand. 14K 
gold disc atop crystal for engraving with 
monograms or inscriptions. For $175 FTI. 


Left—“The Guardsman” man’s jewel case 
by Babcock, Inc., 16 E. 50th St., N. Y. C. 
Holds ten pairs cuff links, has tie bar rack 
and place for other accessories. Black 
simulated leather lined with scarlet. $5. 


Far Left—Two new wrist chronometers by 
LeCoultre division of Longines- Wittnauer 
Watch Co., 580 Fifth Ave., N. Y. C. In slim 
cases of 18K gold with 18K gold markers. 
For $350 and (automatic) $395 FTI. 


PLEASE TURN TO PAGE 118 
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It’s easier 
to start 
a habit 
than to 

stop one 








. . » Especially when you’re selling table settings, the treasured appointments of gracious living, to 
8,000,000 young women under twenty. 


These girls are acquisitive young women... wanting, needing the finest in life. Soon-to-be brides 
(18 is the peak marriage age for U.S. women) they’re selecting engagement rings . . . collecting heir- 
looms of the future today—china, glassware, sterling (1,400,000 already own silverware!). 


They’re America’s fastest-growing market. They’re big buyers—spending fabulously on the products 
they learn about in the one magazine that dominates their buying ... SEVENTEEN. 


start her with your brand in. .. (AUMCH 


488 Madison Avenue, New York 22, N. Y. 
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to crease your 
stainless 
sales! 
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*for Convenience, 
Counter-interest, 
Christmas selling 





















































































(STECOR PE oe: 


ee in time for Christmas 
gift volume profits 






Now Stegor brings you another profit- 
item, with ail the sales appeal of Stegor 
Stainless for today’s casual living... 
and just in time for holiday-giving! 
















Look at the sales opportunities 
in the C-Chest! 







® Cookouts and barbecues 
® Terrace or patio dining 

® Picnics and beach parties 
© Camping trips 

® Boating 


And here’s why! 


® Detachable lid doubles as cutting board 
for meats, vegetables, fruit, cheese, or bread. 
Underside of lid has well-and-tree to 
hold juices, serves as meat platter. 


In-a-drawer storage and “toting”. 

At cookouts, beach parties, picnics holds 
soiled tableware for return trip to dish- 
water or dishpan. 























© Easy-to-clean with a damp cloth or sponge. 
*Pat. pending 


STEGOR DIVISION * THE GORHAM COMPANY «+ Williams 1-1000 
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Here’s an exciting new opportunity 















Your best customers will F 
be reading about C-Chest ‘ 






Toitin Jade ath indie dene ealienediie ee ee 








Appealing gift ad breaks in a 
The New Yorker Nov. 17, in ° 
November Gourmet, and in bi 
December Sunset. a. 


These dealer helps will 
build sales for you 


Display Rack Merchandiser 
demonstrates and selis multiple-use 
features. Black 
bent heavy gauge 
wire. Available 
at no extra cost 
with minimum 
order for three 
chests with 
contents. 










Miniature 
C-Chest Fact 
Tag Booklet 
gets attention, h. 
clinches sales. 
Enclosed with 
merchandise. 





Newspaper Ad Mat ties in 
with magazine ad, lets 
you tell peopie you 
have the impressive 
and ‘‘different’’ gift 
they’re looking for. 





The C-Chest is available with 
Stegor Stainless in all five 
popular patterns — Pace, Wheat, 
Verve, Motif, and Spiral — in 
complete services for 6, 8, 

and 12, to retail for as low 

as $46.95. 


IT’S LATER THAN YOU THINK! 
Orders will be filled imme- 
diately, in order of receipt. 
Write, wire, or phone for 
complete information, to get 
your share of the Christmas 
business the C-Chest is sure 
to stimulate! 


PROVIDENCE 7, R. I. 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 


F any evidence were needed to indicate the 

vastly widening scope of merchandise which 

a jewelry store can profitably carry, it is of- 
fered by the two new departments opened in late 
September by the 146-year-old Black, Starr & 
Gorham store in New York. 

A corner of one of these, the World-Over Col- 
lection of modern gifts, is illustrated here, showing 
a portion of the lines of handmade Danish and 
Italian furniture, brass, pewter, bronze, carved 
woodenware, original art, and ceramics which are 


on display in this expanded fourth-floor depart- 
ment. Also to be seen are fur and Scotch tartan 
throws, suggested as TV or studio throws but ef- 
fective, too, as floor or wall accents. New leather 
goods, crystal, sterling silver and French clocks in 
styles shown for the first time in America are in- 
cluded, too, and pewter and brass from Switzer- 
land, Germany and Austria. 

All of this cosmopolitan range of giftware is 
displayed in an area designed by S. S. Silver In- 
teriors to achieve an exhibition atmosphere. It is 
contemporary in styling with window walls of 
sliding translucent screens and curtains, and a 
flooring of walnut squares. 

The second new department at the store goes to 
the opposite extreme with a display of collectors’ 
items, some of them literally ages old, which can- 
not be duplicated today. In this Treasure Trove 
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department on the first floor are 18th Century 
flintlock pistols, worm-channeled cookie molds, 
early Greek and Etruscan bronzes, African primi- 
tives, early Persian daggers and countless other 
items—the oldest being a stone-age hand axe chis- 
eled to smoothness by workmen of the Paleolithic 


era. 
* * * 


HE Fostoria Glass Co.’s Silver Mist Madonna 
has been acquired by the Atlanta Art Associa- 
tion for its permament museum collection in At- 
lanta, Ga. Dr. Reginald Poland is director of the 


museum. 
x * * 


A W. ANDERSON, of Minneapolis, Minn., has 
« been appointed to the sales staff of Herman 
C. Kupper, Inc., china import house. He takes the 
place of J. R. Lindsley, who died in July, and will 
cover Minnesota, Wisconsin, northern Illinois, and 
the Dakotas. 


* * * 


B. SARK, managing director of the French 

« Glass Co., Inc., of New York, importers of 
glassware from France, has appointed Lynne 
Davidson as sales representative for New England. 
Popularly known as Miss Lynne, she will make her 
headquarters in West Hartford, Conn. During the 
month of December and the first two weeks in 
January she will travel in Florida, visiting the 
trade throughout that state. 





Iroquois display rack 


VAILABLE to stores selling “Impromptu” 
A china, manufactured by the Iroquois China 
Co., is this new circular display rack. Taking up a 
minimum of space and showing a maximum 
amount of the china, the rack is 8 feet high, with 
the bottom table about 48 inches in diameter, and 
has adequate display space to show the entire col- 
lection of accessory pieces as well as the dinner- 
ware designs. The rack may be bought by the 


dealer for $35. 
PLEASE TURN TO PAGE 120 
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Left—From new line of hand-hammered 
solid brass by Kotter, in Germany, these 
penguin book-ends, retail $27; 3-light 
candleholder, $12.50; candlestick, $7. 


From D. Stanley Corcoran, Inc., New York. 


Far Left—Stylized gold flowers with 
olive green leaves and coin gold lines 
make up new “Elegance” design on coupe 
shape; 5-pc. setting, $15.95 retail. 

By Syracuse China, of Syracuse, N. Y. 


Left—“Lyric” design hand-cut in 

lead crystal with slim, graceful stem is 
made in complete stemware, finger bowls, 
and 7 in. and 8 in. plates; retail $3.15 each. 
By Seneca Glass Co., Morgantown, W. Va. 


Far Left—Sculptured crystal from France de- 
signed by Michel Daum—‘Triade” bowl, 71 in. 
to retail for $13, 9 in. $23; “Heliade” vase 
81% in. high, retail $27.50; 10 in. vase, $35. 
From Daum Crystallerie, Inc., New York. 


Left—By Viners, Ltd., of Sheffield, 

England, gallery tray electroplated on 

copper; 14 in. size, $42 retail; 16 in., $48; 

18 in., $55; 20 in., $65; 22 in., $75; and 24 in., 
$85. From Fine China Associates, Inc., N. Y. 


Far Left—Gift boxed ready for shipment 
is this handblown glass fruit in various 
colors, stems and leaves in gold-plated 
brass; each may be retailed for $7.50. 

By Fostoria Glass Co., Moundsville, W. Va. 


Table top fashions .. . 
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Right—Smart Christmas accessory, 
these “angel” candlesticks in Copenhagen 
faience from Denmark, designed by Michael 
Andersen; 6 in. tall, they retail for $12. 
From A. J. Van Dugteren & Sons, Inc., N. Y. 


Far Right—New “Devon” pattern in bone 
china by Aynsley on Spiral shape shows a 
light green band between gold lines and 
gold decoration; 5-pc. setting, $25 re- 
tail. From Fisher, Bruce & Co., Phila. 


Right—From the Castleton Studio Col- 
lection, the “Captiva” design, a mosaic 
of seashells done in gold on aqua-blue 
shoulder; 5-pc. setting retails for $50. 
By Castleton China, Inc., New Castle, Pa. 


Far Right—Modern ash trays in heavy 
French crystal by Art Vannes include 6°4 in. 
“Poisson” (top), 534 in. “Oiseau” (bottom). 
Prices obtainable from the distributors, 


the French Glass Co., Inc., of New York. 


Right—Among new designs in Arzberg 
china from Germany is this “Lotus” border, 
developed in bluish-gray with gold leaves; 
5-pe. setting retails at $22.50. 

From H. E. Lauffer Co., Inc., New York. 


Far Right—Spode dessert plates and teas 
in the Daisy Embossed shape have different 
fruit centers done in natural colors; 

plates $26.40 a doz., retail; teas, $31.20. 
From Copeland & Thompson, Inc., New York. 


and home accessories. 
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(Advertisement) 


Is it important to aid customers 


in coordinating table appointments? 


How can store sales people become 
“experts” on the subject? 


Is such a customer service effective 
in building sales and good will? 





































THE ANSWER 


what 


IN STERLING, 








ODAY’S average customer is frequently lacking in 
confidence when it comes to choosing the right china 
and crystal to go with silver—and vice versa. This is par- 
ticularly true of the customer who has recently reached a 
higher income level and is in the market for quality table 
appointments for the first time. Today she has the money. 
But she needs advice. Naturally, she turns to the sales clerk. 
If the sales clerk is uninformed—a sale can be lost. If he 
gives the wrong advice—expensive returns and ill will for 
the store can result. 

Obviously, here is the golden opportunity to inspire con- 
fidence in your store and increase sales, The starting point 
of the sale should be sound advice in selecting the right 
sterling pattern. Since sterling is the table-top appointment 
that will be used for a lifetime, it is the most permanent 
pattern choice and should be selected first. Suggestions 
should then follow for coordinating china and glassware 
to the silver pattern. By giving your customers the right 
advice as to what goes with what in table-top fashions, 
you not only create a satisfied customer, but one whose 
good will and patronage you have secured for life. 

There are rules to follow which can make table coordi- 
nation less hazardous for the customer and ultimately pay 
off in more sales for your store. Remember, if the customer 
is depending on you to help her set a beautiful table, you 
had better be right in your recommendations. There is 
strong evidence that customer-counselling on table-top co- 
ordinates produces more sales of silver and china and stem- 
ware no matter what kind of price competition you may 
be facing. Now the question is—how can your store supply 
this service? 
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TO BETTER SELLING 


goes with what 





CHINA, CRYSTAL 


(Advertisement) 


IS KNOWING 


By ROSANNE AMBERSON-—Amberson Associates, New York 


Can it be left up to sales people? 


Yes! Your present bridal counsellor, silver, china and 
crystal personnel can all do a competent job of suggesting 
the right coordinated patterns and designs and can cross- 
reference customers to proper departments. With less than 
twenty minutes training your present sales force can be- 
come completely qualified authorities on what goes with 
what on top of a dining table. 


W hat suddenly makes everybody an expert? 


The answers are all in a remarkable counter book, a unique 
selling aid already in use in hundreds of stores and schools 
throughout the country. Writing in the December issue of 
Crockery & Glass Journal, Editor Shirley Howard said: 
“This (Gorham) counter book actually solves sales train- 
ing and table coordination in one package .. . Retailers we 
know who have established, with the book or otherwise, 
an interdepartmental method for table coordination report 
increased sales since the inauguration of the system. Is 
there a better recommendation?” 


Here’s How it works 


The book, leatherette bound and lettered in silver, lists 
over 400 china patterns and 200 crystal patterns. These 
patterns are keyed for coordination by types of design 
with 18 Gorham sterling patterns. The plastic-laminated 
pages are cut in three sections so that the customer, having 
selected her design type in silver, can flip the china and 
glassware pages until she finds the patterns that go best 
with the sterling she prefers. These types can be easily 
translated into specific patterns carried by the store. China 
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NO sm aay sp 


Easel-backed counter book shows china and glassware pat- 
terns by type, keyed for coordination with sterling flatware. 


and stemware patterns of all leading manufacturers are 
listed by type, name and manufacturer in the back of the 
book. The Gorham Company, in cooperation with china 
and crystal houses, brings these listing up to date annually. 

Eighteen months of research by a New York consulting 
agency went into the preparation of the book, titled “Beau- 
tiful Tables— How to coordinate sterling silver with china 
and glass.” 

When bought for store use, the price is $10. Store name 
imprint is available for an additional $1.50. When bought 
by a retailer for presentation to schools, Gorham shares 
the cost and the price drops to $5. Direct your inquiries 
to The Gorham Company, Providence 7, Rhode Island. 
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Cyffee Pol 
Parade 


See @ coffee pot that in 1800 graced an 
English aristocrat’s table. Run your hand over 
free-form smooth satin finished Danish hand- 
crafted pots. Muse at precious beehive shapes, 
quaint wooden side handles. From Old World 
and New, Hudson's has brought together 200 
coffee pots for you to see. And they're all for 
sale! (You can even have up to 24 mo. to pay.) 


All prices tex included 


Nicollet & Eighth 


3 


: Counsellors on antique 
and modern silver 





It was a great day for the Coffee Pot when a Min- 
neapolis jewelry store staged a “parade” of more 
than 200 models. There were period pieces and 
modern designs—something to appeal to every 
taste. Above is shown a newspaper ad heralding 
the event and offering “24 months to pay.” 


THE COFFEE POT PARA BD E_ ity ZBthei corbitt Pitkin 


The J. B. Hudson Co., at 700 Nicollet Ave., 
Minneapolis, recently held a Coffee Pot Parade, 
a widely advertised display in which over 200 
coffee pots of all styles and ages were ranged 
about its counters. Silver plate and sterling, mod- 
ern design and genuine antique items, were care- 
fully laid out on counter tops and specially pre- 
pared tables, each with a card giving the pot’s 
pattern, manufacturer and price. 

For a number of years, Hudson has had an 
annual Silver Parade, in which window displays 
played a prominent part. When it was decided 
to try the Coffee Pot Parade, however, it was 

PLEASE TURN TO PAGE 122 
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the Saturday Evening 


POST 


DEC. 1,1956 














COMMUNITY 
TIES UP WITH 
A CHERUB 


TO DELIVER GIFT SALES 
TO YOU! 


Who is the celestial being? None other than the Christmas cherub—the 
Jewelry Industry's symbol—signaling customers that the most heavenly gifts 
are found in jewelry stores. And Community again joins the Cherub 
promotion with a color-pageful of sparkling gifts in The Saturday Evening 
Post, December |. Telling nearly 16 million gift-seeking readers... 

to look for the Christmas cherub to find gifts of treasured Community.” 





Be sure these gift seekers don't pass up your store. Join 
the 1956 Operation Cherub promotion. And have a full array of 
Community gifts on display... for customers seeking them! 


COoMMUNITY 


THE FINEST SILVERPLATE 


Created in the Design Studios of Oneida Ltd. Silversmiths 


* TRADEMARK OF ONEIDA LTD., ONEIDA, N. Y. 


Turn the page to see the advertised Community gifts your customers will be looking for acme. 
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No. 5in a series of sales and merchandising news 
of Community, the finest silverplate. 


DILVERWARE NEWS 


you can use to increase sales 


ADVERTISING PRE-SELLS HOLIDAY GIFT MARKET 

This pageful of Community gifts will appear, in color, 
Ladies’ Home Jour- 
nal, Better Homes and Gardens, Woman’s Home Com- 


in five magazines during December 





panion, .‘ynerican Home, and The Saturday Evening 
Post. The full page in the Post ties in with the Christ- 
mas Cherub Promotion, sponsored by the Jewelry In- 
dustry Council, to increase gift traffic in jewelry stores 
during the holiday season. 
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Reaching a total of 32,787,000 gift seekers through 
these five magazines, the advertisement will display a 
variety of Community gifts, appealing to every age, 
taste and pocketbook. Dealers are urged to stock these 
Community gifts in depth, and display them promi- 
nently . . . to realize a bigger share of the gift market 
for silverware. 

The following items will be featured, and pre-sold to 


millions who see the advertisement: 


CHESTFUL OF COMMUNITY 

Smart anti-tarnish chest, lined in gray and yellow fabric, 
holds complete service for 8 or 12... can be offered in 
choice of blond or brown mahogany wood finish to 
match individual home décor. A big plus of this chest 
is its dual personality, a Community exclusive. The 
chest comes fitted with three-part buffet trays, on which 
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the silverware rests. These trays lift out, providing 
dealers two ways to sell the silverware . . . either with 


the chest, or with the trays. Ideal sales strategy, the 

















duo feature lets dealers offer a $15 saving to customers 
who choose the trays. 

Retail prices of service for 8 are $74.75 in buffet trays; 
$89.75 in chest. Service for 12, $109.75 in trays; 
$124.75 in chest. Every Community chestful is avail- 
able in choice of all five Community* patterns—all 
patterns being the same high quality and the same price. 


VERSATILE NEW BEVERAGE SERVER 

This elegant pitcher, in the new Achievement* pattern, 
is designed to serve all types of beverages. Moderately 
priced for its exceptional quality, it retails for $32.50, 




















plus tax. Has ice guard and insulated jet handle. 

Achievement’s distinctive contemporary design, coupled 
with multi-use pieces, provides real sales news in hol- 
lowware for holiday selling. Other pieces in Achieve- 
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ment, each serving a variety of uses, retail from $12.50 


to $37.50. 
POPULAR SALAD SERVING SET 

















This gleaming duo, becoming increasingly popular be- 
cause of high interest in salad serving sets, retails for 
$10, gift-boxed. Although bowl shown is not included, 
the serving set often lends itself to a multiple sale. For 
the dealer can suggest, and in many cases sell, an ac- 
companying salad bowl. 

The Community Christmas advertisement will also 
show an exciting display of extra pieces. Prized as gifts 
for their beauty, utility and small price, Community extra 
pieces retail from $2 to $13.50 and come in a complete 
selection of pieces. All large pieces, such as steak sets, 
pastry servers, etc., come gift-packaged. 


SILVERWARE SUGGESTIONS FOR CHILDREN 


Just one of the many Community gifts for the younger 
generation, this 3-pc. primary set will implant the idea 
of silverware gifts for children in customers’ minds. 
Dealers are urged to follow through, and capitalize on 
the big children’s market for silverware. Customers are 
looking for gift diversity, and additional sales will result 
from the display and suggestion of Community for 


youngsters. 




















The primary set shown retails for $5.95. Other 
child and baby items (some combined with toys) range 


from $1.50 to $7.95. All come packaged in clear acetate 
gift containers. 


STARTER SETS MAKE IMPRESSIVE GIFTS 


This 20-piece starter set, which includes adequate serv- 
ice for four, is the perfect gift suggestion for customers 
who want to make a big impression at little cost. Retail- 
ing for just $29.95, the “set of twenty” comes with 
handy buffet-drawer tray; may also be offered complete 
with smart, mahogany-finish chest—at $37.50. 

















STORE TYING IN WITH CHERUB AND COMMUNITY 
Edward L. Spitznagel, manager of George H. Newstedt 
& Co., Cincinnati, tells why he plans to tie in with 
Operation Cherub 1956 and Community’s Christmas 
advertising: 

“We stand to profit from 
tying in with Operation Cherub, 
for this promotion will make 
more and more customers aware 
that the jewelry store is the one- 
stop store, where they can find 
an infinite variety of special 
gifts. Community's Christmas © 





advertising is also a big plug 


for jewelers, for it stresses the variety of silverware gifts 


available, no matter what the customer's budget or taste. 
And Community’s joining the Cherub Promotion will send 
silverware customers into jewelry stores. We plan to take 
advantage of both promotions, by tying in with Operation 
Cherub, and by displaying our variety of Community gifts 
and including silverware in our local advertising.” 


To replenish your stock with any of the advertised 
Community items shown above, contact your Com- 
munity representative or wholesaler. 


* TRADEMARKS OF ONEIDA LTD., ONEIDA, N.Y. 


A Service of Oneida Ltd. Silversmiths 


Reprints of this article make handy guides for sales staffs and can be obtained by writing Oneida Ltd. Silversmiths, Oneida, N. Y. 
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These Heirloom Sterling Specials 
are available through the 


entire Holiday season! 














The Glamorous, New Dinner for Four Set: 


Consisting of four 5-piece place settings—includ- 
ing 4 extra teaspoons FREE— plus one serving 
piece! 21 pieces all told, contained in a smartly 


designed chest, for the very low retail price of 


Now, and only $99.75!7 


fhroughout the 


entire Holiday 








season, 
Oneida Ltd. is 


offering you and 
: , A special double-up of the Dinner for Four, 
your customers | oe : wa SS ere with 8 extra teaspoons FREE, and two serving 
| , pieces ...all in a handsome mahogany-finish 
drawer chest. You and your customers save as 


3 super-economical 
much as $44.50! 


ways fo buy 


Heirloom” Sterling! 








“Six-plus-One" Place Setting: 


The new, most practical place setting ever 
offered, consists of ‘Teaspoon, Knife, Fork, Soup 
Spoon, Salad Fork, Butter Spreader, and a bonus 


teaspoon FREE! Seven pieces for the price of six! 


You and your customers will tinguished Heirloom Sterling 
both profit when you start pro- patterns, on Club Plan or Budget 


moting this outstanding money- Terms. Send for your special dis- 
saving offer. Available in all dis- _ play material now. 


+Slightly higher in Stanton Hall* 


*Txademark of Oneida Ltd. ONEIDA LTD. SILVERSMITHS + ONEIDA, N. Y. 




















The young lady is Patty Baker, one of the Rupert 
personnel, with a day’s work before her—2000 
letters of engraving at 5¢ per letter. 


TROPHIES AND ENGRAVING TO THE RESCUE 


A California business that was reeling under the 
one-two punches of other-than-jewelry stores 
stages a triumphant come-back by specializing 
in a “side line.” 





¢ Just as there are many causes for failure, so 
there are many ways of turning failure into suc- 
cess. The trick is to find the right one. 

Rupert Jewelers of Santa Ana, California, 
were losing ground. Department stores and drug 
stores were selling not only costume jewelry but 
watches, diamonds, silverware, and deflecting 
much of the Rupert business. Something had to 
be done to restore a proper volume of trade. 

The company tried gift items and fancy col- 
ored glassware, but space was limited and turn- 
over remained sluggish. 

One day an order came for a basketball trophy 
for the Y.M.C.A.—a small order, to be sure, 
PLEASE TURN TO PAGE 124 
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Mr. Jeweler 


FOR CHRISTMAS 


®Give YOURSELF 
®Your EMPLOYEES 
®Your JEWELER FRIENDS 


A COPY OF [> 


































Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 






THE JEWELERS’ 


It contains an invaluable wealth of information essential to DICTIONARY 
Jewelers, Watchmakers, Gemologists, and all others seeking 

information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. 

More than 4500 word-and-term definitions, many of them 

clearly illustrated. Complete comparative table of Interna- & 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- ‘nm Rich 
ware. A table listing American Watch sizes and enlarged Hard Cover Bound volieryps 
views of Watch parts PLUS a trilingual vocabulary of horo- Blue Cloth with Gold 
logical terms. An explanation of Gemstone charatceristics, Stamping 

tables of weights and measures, Wedding Anniversaries and 


lists of Birthstones. 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany all orders. 


DO NOT SEND CASH 
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Post Paid 

















' 
i 
' 
i 
+ 
i 
i 
i 
: 
i 
i 
s 
i 
i 
i 
i 
i 
i 
i 
i 
, 
| 
i 
' 
4 
i 
2 
i 
i 
i 
i 
a 
a 
i 
i 
i 
i 
i 
i 
i 
i 
i 
i 
4 
i 
4 
a 
' 
J 





THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


NE kc Sr a ae is enclosed 


Money order ........... is enclosed 



















Presenting 
A fascinating new / 


ALVIN / 


Fe 


STERLING PATTERN = / 


with a particular = / 


youthful appeal ! 


Retail price for a 
6-piece luncheon- 
size place setting 
from $35.00 Feder- 
al Tax Included. 
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Youthful and modern with classic simplicity, best 
describes this lovely new pattern in ALVIN Sterling . . . 
Spring Bud . . . at home on every table. Our exhaustive 
pretesting methods show a strong sales demand for this 
lovely, new ALVIN design—especially in today’s large, 
youthful market. 
This demand will be increased by a heavy schedule of national 
advertising — a total of 13 full pages during the next 6 months in 
House Beautiful, Charm, Seventeen, Modern Bride and Guide for 
4 the Bride with a combined readership of over 32,758,100. 
— Be first to show and you're sure to get your share of sales in this new 
pretested ALVIN pattern, Spring Bud. 


Order now frem your Alvin jobber or direct — prices the same. 
THE ALVIN SILVERSMITHS 


Makers of exclusive Silver Designs for Seventy Years 
- PROVIDENCE 7, RHODE ISLAND 





Price folders gladly sent on request, showing Spring Bud and other Alvin patterns. 
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CONTINUED FROM PAGE 102 


Left—This is Ronson’s new “Essex” lighter 
with cross-hatch finish and sleek styling. 
“Easy-fuel” swivel base—just flip it and 
fuel it. Comes gift wrapped. Retails at 
$9.95 and is tax free to the customer. 


Far Left—One of Wittnauer’s new line of 
“‘Weather-Key” instruments is this Duncan 
Phyfe barometer, thermometer and humidity 
indicator. Genuine polished mahogany, gilt 
ornaments and bezels. 9 x 301% in. $64.95. 


Left—Two ladies’ Size-O-Matic bands from 
Flex-Let Corp., 580 Fifth Ave., N. Y. C., have 
removable links for self-sizing. In 10K 
gold filled. Lady Lee (top) retails at 
$7.95 T.I.; Lady Love (bottom) at $9.95. 


Far Left—This is the new Rollectric shaver 
by Remington, 10 Main St., Bridgeport, Conn. 
Revolving “combs” depress the skin surround- 
ing the whiskers so that they are clipped 

below the ordinary shaving level. $31.50. 


Left—The new Longines-Wittnauer “Comet,” 
an automatic in an 18K gold waterproof case. 
On the back is an 18K gold and champleve 
enamel seal, with gold stars on a blue field. 


Sweep second hand. Retail price $375 FTI. 


Far Left—Boy and girl charm bracelets by 

Cini, Inc., 366 Fifth Ave., N. Y. C. Charms 

retail for $1.50 in sterling, for $15 in 

14K gold. Bracelet chains for $4 or $30. 

May be engraved with name and birthdate. 
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Impromptu has set new 
ese ALL SALES RECORDS sales records wherever 
it has been shown 
—without elaborate 
displays! Two shelves 
are all you need to show 
your customers a rep- 


Impromptu by Iroquois... pace-setting place settings that score 
new highs in profits and turnover in leading jewelry stores all over the 


country because they sell on sight. 





Designed for the big new casual living market, this exquisite resentative selection 
translucent true china is so durable it’s backed by the famous Iroquois of this amazing value. 
“replaced if it breaks” warranty ...so practical it doubles from oven | 
to table, eliminates hard-to-clean pots and pans. And this high-fashion # oa 


fine china retails for as little as $4.95* for a five piece place setting! 


Available in Bridal White or a choice of seven original Ben Seibel Ln prom la 
FINE CHINA 


designs. Supported by powerful national advertising and a wide TATA 
AROQUOIS 


selection of effective, free dealer aids. For further details write to 
Iroquois China Co., Dept. JK 86, Syracuse 9, N. Y. 











*A bit higher in the far west. 
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"PLATINUM on BAROQUE ™ 





HEINRICH & CO. 


Platinum richly covers the baroque emboss- 
ment in this fine white translucent china 
from Bavaria—a design in high demand 
during this period of growing consumer 
interest in elegance. The decoration is also 
available in mat gold. 

5-pe. Setting: App. $13.50 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 





44 York St. 
Toronto, Ont., Canada 

















FRANCONIA CHINA 








BEAUTY 
AND 
QUALITY 
THAT 
JEWELERS 
DEMAND! 












“HAWTHORN” .... the Bride's favorite! 


OUR RE-ORDER "BEST SELLER" 


White blossoms with leaves in deftly shaded tones of green on pure 
white translucent porcelain in a rim shape with a graceful Gadroon 
border—banded with fine Gold. 5-pc. Place Setting with 1034" 
dinner plate: $8.95 Retail.* Stocked in NYC for immediate delivery. 


MATCHING STEMWARE in Companion Crystal—7 sizes: 
$1.90 ea. pc. Retail* 


*Prices slightly higher South & West 


HERMAN C. KUPPER, INC. 22°! West 2580 St 


New York 10, N. Y. 
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CHINA, GLASS & GIFTWARES (from page 105) 
FFECTIVE October 1, Thomas I. Wells became 
sales manager of the household division of 
Syracuse China, replacing Arthur S. Miller, who 
resigned to join another industry. Richard C. 
Keller has been made assistant sales manager. Mr. 
Wells joined the production department of Syra- 
cuse in 1948 and a year later was appointed a sales 
representative in the Southwestern territory. Re- 
cently he has been central regional sales manager, 
supervising mid-western territories. Mr. Keller 
came with Syracuse in 1949, and has traveled the 
East-Central area for several years. 
Syracuse has sent out to its dealers a smartly- 
designed brochure called “Fashion Is in Fashion,” 
detailing the firm’s national advertising program 


for the remainder of the year. 
* * x 


ECAUSE a Sunday opening has proved so suc- 
cessful for the Chicago Gift Show, the spring 
show will again be started on that day—February 
3 and continuing through February 14. Exhibits 
will cover the second through fifth floors of the 
LaSalle Hotel and sixth through ninth floors of the 
Palmer House. About 400 firms will participate. 
The regular dinner dance will be held February 7 
in the grand ballroom of the Palmer House, and 
during the second week of the show there will be 
a bingo party at the LaSalle. 


* * * 


URING the Washington Gift Show, to be held 

January 27 to 30 in the Hotel Willard, there 

will be two evening openings—Sunday and 

Wednesday until 9 o’clock. Three hundred firms 

will participate in this market, displaying on the 
second, third and fourth floors of the hotel. 


* * * 


HOMAS W. HOGAN, president of Flintridge 
China, has been named chairman of the Cali- 
fornia Gift Show committee, succeeding Ernest 
Wiley, of Bullocks Westwood. At the election meet- 
ing held recently in Los Angeles, Mr. Hogan pre- 
sented plaques to four retiring committee mem- 
bers, William W. Clow, O. J. Mauel, Howard 8S. 
Renwick, and Harold E. Jacoby. The show will be 
held January 20 to 25. 


ok 


ERDINAND DESMAISON, who has been cov- 

ering the states of Michigan, Ohio, Kentucky, 
West Virginia and western Pennsylvania for Jack- 
son Vitrified China Co., Inc., will be transferred 
January 1 to the firm’s general headquarters in 
Pelham Manor, N. Y., to become assistant sales 
manager for Royal Jackson china, Val St. Lambert 
glass and Vogue Ceramics Industries. He will also 
contact a few major accounts in the East. Mr. 
Desmaison’s territory will be taken over by George 
Rotner. 








* * 











PLEASE TURN TO PAGE 122 
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The most popular Castleton China patterns 
are available in 10 days on receipt of your order! 


Here’s what this fast delivery Order your Castleton place 
of Castleton China can mean to you settings NOW for the busy 


1. Customer satisfaction. You can assure your customers 
of delivery on complete services in time for Christmas. 


2. Low inventories. All you need are place settings in an ; , files 
assortment of famous Castleton’s most popular patterns. For details on ordering 


3. Fast turnover. National advertising helps pre-sell the MAIL THIS COUPON TODAY 


Castleton name and beautiful patterns that you display. J RE Sore IS I gag BiG aagehe scan f 


Christmas shopping season 


CASTLETON CHINA, INC. 
Department 4B 
New Castle, Pennsylvania 


Please send me your Castleton 
pattern folder and price list. 





CASTLETON 


Member American Fine China Guild 


Name 





Street 











City Zone__ State 
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THE 


DINNERWARE 


N ft FNGLISH 


S. 2280 with 12 varied fruit wy : 
and flower centers i 0 e 
| + F 


Daisy 

Embossed 

i> Dessert 
a Sets: 

~~ Matching 

»* = Cups & 

; 3 Saucers 

are 

available 

for both. 


S. 2863 with 12 : 
varied floral centers ~~. 


Among the outstanding gift or traffic items 
made by Spode are Dessert Plates with 
matching Tea Cups & Saucers. There are 
twelve centers per dozen, all hand painted 
under the glaze. They are priced in a popu- 
lar gift bracket. For more information, stop 
in at the Spode showroom or write 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 








4” Delicatergifts... deserve a & ride 
gift box. They comp n ifs . | 
luxurious fook of smartness and stVigag 


And, there's a Lindley cael Mos gif 
a, regardless of price or sig. = — 


‘ 










1748 W. 2nd, Marion, Indiana 
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A DIVISION OF MOIR 
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CHINA, GLASS & GIFTWARES (conclusion) 


CHMID BROTHERS, INC., Boston importers 
of such lines as Hummel, Royal Albert, Royal 
Gouda, Alpine Peasantware, Devon Mottoe Ware, 
Royal Windsor, Dresden china, has opened New 
York showrooms in Room 535, 225 Fifth Ave. The 
location is directly opposite the firm’s exhibit of 
Anri Wood Carvings. 





Another Christmas Season 
Problem Licked 


To speed the training of new jewelry store sales 
people, the editors of JEWELERS’ CIRCULAR-KEY- 
STONE have prepared especially for the indoctrina- 
tion of extra Christmas help, a new 32-page book- 
let (Reader’s Digest size) entitled, “Fitting Into 
the Selling Picture.” This booklet provides the 
basic selling facts on diamonds, watches, silver 
and all other staple jewelry store lines. It also 
includes a three-page glossary of jewelry store 
facts. It is being made available at 50 cents a copy 
as another JC-K service to the trade. 


Write: THE JEWELERS’ CIRCULAR - KEYSTONE, 
Chestnut & 56th Sts., Phila. 39, Pa. (Handy cou- 
pon for ordering on page 97.) 





COFFEE POT PARADE (from page 110) 


found that the windows were too limited in space, 
and so the emphasis was changed to an interior 
arrangement. 

As an added feature, one that lent a certain 
charm and homeliness to the enterprise, coffee 
and cookies were served for short periods twice 
during each day. A well-appointed table was set 
up, a hostess was put in charge, and the girls of 
the store were provided with sheer aprons bear- 
ing streamers which read Coffee Pot Parade. 

Interest in the pots themselves was “amazing,” 
according to reports from the management, and 
the resulting response in sales was highly grati- 
fying. An unexpected enthusiasm was directed 
toward the antique items. All the pots on display 
were for sale, and no special “sale price” induce- 
ments were offered, nor did they seem necessary 
to stimulate interest. 





One of the first watches made to order for Louis XI 
of France, was so large, it was carried separately by a 
servant on horseback. 





The star sapphire in many lands has been considered 
a powerful love charm. Some royal houses have his- 
torically used the star sapphire as an engagement gem. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Anybody can write a check 
for $1,000,000 


It’s the signature that counts 


4 J 
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A brand is like a check—it’s only as good as the “signature’’. Whatever you sell, 
the best signatures you can offer are the brand names of quality-minded, customer- 
conscious manufacturers with the business fortitude to stand behind their prod- 
ucts and you. 

Take advantage of the reputation of brand names that have made a name for 
themselves, and the responsibility and selling power that goes with them. Feature 


brands as a part of your own reputation. It will add to the value of your own signature. 


Send Details and Entry Form for 
Brand Name Retailer-of-the-Year competition, 


-] BE A BRAND NAME 


























r 
| 
i RETAILER-OF-THE-YEAR |! 
Firm Name 
You can win Retailing’s most coveted Type of Firm 
award for your Brand Promotions dur- re 
ing 1956. Awards bring Profits, Prestige ' ae 
and Publicity. | es 
" Street 
Enter Now! No Registration or Entry Fee. . City Zone State 


BRAND NAMES FOUNDATION, INC. ° 437 Fifth Avenue « New York 16, N. Y. 
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TROPHIES AND ENGRAVING (from page 115) 
but it started Rupert Jewelers on a new line. 


F CUWYL They sold more trophies and the future looked 
Introducing more bright, but still there was a catch. 
Trophies have to be engraved and there was 
. only one engraver in the town. He had as much 
and a few of her fr ends work as he could handle and couldn’t possibly 
get the new Rupert jobs done on time. Should 
a kb atts they hire an engraver of their own or send their 
of any ring displayed. Available in Pearlescent colors trophies out to other cities to be engraved? They 
Se ee tie tan decided to do neither: they bought a “New 
merican Beauty. Also in ribbed silk Ben Hermes” engraving machine. 
eg eerie It came equipped with several holders and at 

. 250-D (Tandem) Same ; first it was hard to know which one to use with 
oe Hold tee Fee 98.45 per doz different items. A little experimenting, however, 
| resolved the difficulty, and before long there was 
scarcely anything in the store that could not be 
“NORMA” | wo ke engraved, one way or another, on the machine. 
—_ Moreover, everyone in the store could operate it. 
The “catch” was licked. 

Now, after three years, Rupert Jewelers are 
selling more trophies than anything else. But— 
and here’s the twist on which the whole thing 
turns—a trophy to them means virtually any- 
thing in the store. 

True, they sell a lot of cups and plaques to 
golf clubs, fishing clubs, bowling clubs. They even 
canvass business firms which use such traditional 
awards for sales incentives and prizes. True, at 
the rear of the store they have a small room de- 
voted exclusively to these items, a brightly lighted 
room with modern shelving and comfortable 
chairs and photographs of awards and of presen- 
tations of awards to local people. 

But clocks, watches, electrical appliances, pen 
sets, jewelry are sold as trophies too; for Rupert 
Jewelers have so educated the public. One dog 
show alone accounted for more silverware than 
pad which is removable and interchangeable with insets had previously been sold in an entire month. 
ee ee eetiescent or Pastel col And all these items are engraved. On the 


ors White, Ivory, Blue, Turquoise and Coral. Fitted with i 
Crystelle velvet pads in White, Champagne, Royal Blue, machine. 


ete ae ine Reweticen Heauty nie ae poe “Outsiders” bring in guns, surgical instru- 
No. 196 Withtwoheartinset | oo. ments, Bening reels, swords and boxes to be en- 
No. 197-With two bell inset | graved; and the local mortician his urns. Even 
the electric company gets Rupert Jewelers to in- 
cise its plates with “off,” “‘on,” “stop,” “go.” 

The charge for engraving is 75¢ minimum per 
plate of ten letters or less, and 5¢ for each addi- 
tional letter beyond ten. Largest single trophy 
order to date was for $1375, of which $265.50 was 
for engraving. 

Today Rupert Jewelers smile serenely at de- 


of / - partment and drug stores. They can afford to. 
GeRET seweuny BOX, Inc. a8 


125 East 144th Street, New York 51, N.Y. The ancient Persians believed that the earth rested 
upon a column of sapphire and that the sky was a reflec- 


tion of the color of the stone. 


“REVERENCE” “SWEETHEARTS” 


No. 195 — A new and graceful design with raised inset 


“COQUETTE” 





Write for catalog showing complete line 
Sold only through wholesalers 
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LUXURY 
HyNDBA 


imported from ITALY 


* Made of top quality bark-tanned 
coach saddle cowhide! 





San Remo 
31-116 
with shoulder strap 
Retail 
$12.00 ea. 

















* Created especially for us by a famous 
Tuscany fashion designer! 










* Exclusive styles . . . many hand-sewn! 


*% Available colors: Natural, Red, Black! 
ORDER NOW FOR IMMEDIATE SHIPMENT! 


Prices are List. 
50% off to Dealers 


Manufacturers and Importers 


104-106 N. 63rd St., Phila. 39, Pa. 









Other styles available 
from $5.95 up. 


Ask for sample assortment 


Permanent Displays at 


225 Fifth Avenue .... New York 10, N. Y. 
101 Tremont Street ............ Boston, Mass. 


2701 Ponce de Leon Bivd. 
Coral Gables 34, Florida 


1506 Merchandise Mart, Chicago 54, Ill. 





~~ 
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Equestrian 
31-114 
Retail 
$25.00 ea. 


Tuscany 
31-118 
Retail 
$25.00 ea. Lombardi 
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YOUR Choice! 


MARSHALLOY 
and 


UNBREAKABLE 
MAINSPRINGS 


¢ Rustproof * Non-Magnetic 














¢ Highest Motive Power 





A TWEEZER IS THE ONLY TOOL 
REQUIRED TO INSERT MARSHALLOY 
AND WATCH-CRAFT MAINSPRINGS 





No mainspring winders, special tools or gadgets 
needed. No oiling of spring required. Just press 
spring directly from retaining ring into barrel. 











MARSHALLOY 


Highly polished to a mirror finish. The very finest 


for the skilled craftsman. 
$5.75 per dozen. 


WATCH-CRAFT 


The next best to Marshalloy at a price that cannot 


be matched. 
$4.80 per dozen. 


Marshalloy Add-A-Unit Systems from $11.75 
Watch-Craft Add-A-Unit Systems from $14.65 


C. & E. MARSHALL CO. 


BOX 7737 CHICAGO 80, ILL. 


Branches and Distributors in Principal Cities Throughout the U.S.A. 
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CAVEAT EMPTOR 


The old Latin warning, Let the purchaser be- 
ware, Was voiced again with timely variations 
by David Goldstone, vice-president of Imperial 
Pearl Syndicate, in an article published in the 
World-Telegram and Sun on August 25. 

The average customer, said Mr. Goldstone, 
knows little about precious stones and is easily 
fleeced by an unscrupulous dealer. The first obvi- 
ous precaution to be taken is to deal only with 
a company that has an established reputation. 
In any case of doubt, questions can be referred to 
the Jewelers Vigilance Committee, the Jewelers 
Board of Trade or to the national trade maga- 
zines. Also if time permits, the prospective pur- 
chaser will do well to inform himself personally 
concerning the qualities to look for in the stone 
he is considering. 

Mr. Goldstone warned especially against arti- 
ficial “price cutting,” “bargains,” and auction 
sales except those conducted under strict regula- 
tions. 

Mr. Goldstone’s chief personal interest is, of 
course, in pearls, but his informative remarks 
were of value to the entire trade. 





DID YOU KOW? Black pearls—the most expen- 
sive kind—result from the bile of a sick oyster. 





Lambert Uses Unusual Window Trim 


60 mae 


# , “a san 
we mt 
‘ : Pn ee eS 
ire i ’ 





This display was scheduled to be used the last 
week in August by Lambert Bros. Jewelers, Inc., 
767 Lexington Ave., N. Y. C. Because of its 
effectiveness in conveying its message on the 
value of automatic, waterproof watches, the win- 
dow was left in for two additional weeks. The 
principal material employed is that offered in 
one of a new series of traveling displays produced 
in decorator colors by Girard Perregaux, 610 
Fifth Ave., New York City, and available on a 
loan basis to dealers. 





In the 16th century, portable timepieces were carried 
mostly by night watchmen. Result—they came to be 
known as “watches.” 
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PRESIDENT EISENHOWER HAS AGREED with a finding of the U. S. Tariff Commission that 
there are not enough grounds to consider reducing the tariffs on imported watch 
movements at this time. This in no way affects the importance of the studies now 
being conducted by the Office of Defense Mobilization, to determine the "“essential- 
ity" of the domestic watch industry to national defense. THE SWISS MINISTER of 
Economic Affairs, at the same time that the White House issued the President's de- 
cision, made a speech to the Swiss Parliament in which he stated that American 
"protectionist measures" are hurting the traditionally friendly relations between 
our two countries. 


ACCORDING TO A REPORT from the Jewelry Industry Tax Committee, the chance of relief 
from the excise tax for the jewelry industry is greatly improved this year. Bernard 
N. Burnstine has told JC-K that the surplus in the government budget during the past 
fiscal year, and the fact that the Foran Subcommittee on Excise Taxes has been 
given broader scope, are hopeful signs in the industry's battle to eliminate, or 
substantially reduce, the discriminatory tax. 


THE CASE OF GELLMAN VS. THE U. S., which has brought about new complications in the 
administration of the jewelry excise tax, continues to make itself a focal point 

of interest. The Jewelry Industry Tax Committee has issued a memorandum on the 
Subject and the ANRJA and NJA made extensive mention of it in their recent bul- 
letins. The Internal Revenue Service, on October 22, announced the course of action 
it intends to follow in the matter. 


THE WALTHAM WATCH COMPANY has come under new management. The new controlling group, 
consisting of Dr. Max Geller, William H. McMorrow, Joseph Axler and Melvin Axler, 
announced their assumption of control October 8, and stated extensive plans for 
restoring the firm "to its rightful place in the watch industry." The group acquired 
control of the company by means of a purchase of 322,700 shares of Waltham stock, 

at an undisclosed price. 


IT WAS ANNOUNCED on October 17 that design entries for the "Diamonds U. S. A." 
Awards of 1957 will be welcomed from jewelers and designers abroad as well as from 
those in this country. 


"OPERATION ANGEL" is a new, noteworthy campaign being carried on by the Greater 
Washington (D. C.) Retail Jewelers Association. It has been organized to provide 
gifts for needy orphans of the Washington area, and will, at the same time, stimu- 
late sales of new watches. 


WINNERS OF THE DESIGN CONTEST sponsored by the Elgin National Watch Co., during 

the national jewelry shows held in Chicago and New York last summer, have been an- 
nounced. The six winners turned in strikingly original designs for watches, and 

each is being presented with a hand-made watch, matching the design he submitted. 
Entries in the contest indicated a trend toward more tailoring of men's watches, and 
greater readability of women's models. 
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with modern Pittsburgh Upen-Vision Store Fronts! 















American people are very up-to-date in the way getter. Good display is given to all the merchandise 











they live. They like modern homes, modern dress 
and modern cars. And they are attracted by stores 
and other places of business which have a modern 
atmosphere. Take this lumber and building supply 
dealer, The Jenkins-Essex Company, Inc., Eliza- 
bethtown, Kentucky. Its modern, open-vision 
Pittsburgh Store Front is a real asset and attention- 





with the big Pittsburgh Polished Plate Glass Win- 
dows. Other Pittsburgh Products, including Car- 
rara® Structural Glass, Pittco® Store Front Metal 
and Herculite® Plate Glass Doors, complete this 
attractive and customer-appealing installation. 
Architect: Thomas J. Nolan & Sons, Louisville, 
Kentucky. 





Reig OO RS TAP RDS 









Polished Plate Glass set in Pittco Store Front 
Metal. Carrara Structural Glass and Tubelite® 
Doorways are used to complete this eye-appealing 
open-vision store. Architect: Ken Fryar, Michigan 
City, Indiana. 

For more information on Pittsburgh Store 
Fronts, just mail the coupon and we'll send you a 
free copy of our Store Front Booklet. 


Much of the business done in the average 5 and 
10 cent store is impulse-selling. People are at- 
tracted by some merchandise displayed in a win- 
dow and are drawn right inside. For this reason, an 
attractive, up-to-date front is especially important. 
Harvey's Dime Stores, La Porte, Indiana, have 


plenty of room to display a variety of merchandise 
in their big show windows—glazed with Pittsburgh 
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Pittsburgh Plate Glass Company 
Room 6372, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa. 

Without obligation on my part, 
please send me a FREE copy of 
your modernization booklet, “How 
To Give Your Store The Look 
That Sells.” 











PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 
JUG 


PLATE COMPANY 






amet ot Bi s Fo me GLASS 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Improvements in the Excise Tax Picture Anticipated 
By Burnstine of the Jewelry Industry Tax Committee 


Washington, D. C.—The chances for relief from the jewelry excise tax are 
greatly improved this year, according to a spokesman for the Jewelry Industry 


Tax Committee. 


In an interview with JC-K, Bernard N. Burnstine, executive vice chairman of 
the Jewelry Industry Tax Committee, stated that a number of factors are cur- 
rently in operation which make relief seem more likely. 


He listed those factors as: the new, 
broader scope of the Foran Subcom- 
mittee; the surplus in the govern- 
ment’s budget for ’56, and the ex- 
pected surplus in 757. 


Committee given broader scope 


The Foran Subcommittee on Ex- 
cise Taxes, which was initially set up 
to study administrative aspects of ex- 
cise taxes, has now been given 
broader scope, and will also deal with 
tax rates. 

The increased scope of the commit- 
tee is a hopeful sign, Burnstine said, 
and it will give the jewelry industry 
a chance to present its case to a 
group that has the power to help alle- 
viate the situation. 

The Foran committee’s hearings 
are scheduled for November 26. 


Budget surplus helpful 


The fact that the government’s 
budget showed a surplus of $1% bil- 
lion for fiscal ’56 holds out some 
promise, said Burnstine, since it re- 
moves some of the economic pressure 
from the Administration and Con- 
gress. 

Projected estimates of the surplus 
to be expected in fiscal ’57 range 
from $700 million (U. S. Budget Bu- 
reau) to $2 billion. Surplus budgets 
such as these make a reduction or 
elimination of excise taxes far more 
likely. 

In addition, increased employment 
throughout the country will mean in- 
creased revenues through withholding 
and income taxes. This, too, should 
make excise reductions more feasible. 


Burnstine emphasized that, accord- 
ing to statistics at his disposal, ap- 
proximately 40 per cent of jewelry 
store sales comprise items sold for 
use as gifts. This makes a strong 
talking-point for our industry, he 
said, since we are probably the only 
industry participating in and compet- 
ing for the gift market which is so 

(Please turn to page 134) 
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lke Agrees Not to Lower 
Tariff on Watch Imports 


Washington, D. C.—President Eisen- 
hower has concurred in a finding of 
the U. S. Tariff Commission that there 
is “not sufficient reason” to consider 
reducing tariffs on imported watch 
movements now. 

Mr. Eisenhower’s decision not to re- 
open the “escape clause” action, which 
led to a 50 per cent increase in watch 
duties in 1954, upheld a recommenda- 
tion by the Commission made last 
July. The tariff laws require a pe- 
riodic review of any “escape clause” 
actions taken. This was the first such 
review of the watch case. 


ODM study not affected 


The White House announcement of 
the President’s decision did not men- 
tion the study now.;underway by the 
Office of Defense Mobilization into 
new requests by domestic watch man- 
ufacturers for additional protection 
from imports. 


An ODM spokesman pointed out 
that the Tariff Commission review and 
the President’s agreement come under 
the escape clause of the Trade Agree- 
ments Act, which permits protection 
for economic reasons, whereas the 
ODM study is being carried out under 
the National Security Clause, which 
permits higher duties or quotas in 
order to protect a domestic industry 
ruled “essential” to national defense. 


The spokesman also noted that the 
President is “fully aware” of the ODM 
study. 


The White House announcement on 
the matter stated: 


“The President has concurred with 
the United States Tariff Commission’s 
recent finding that no formal investi- 
gation should be instituted at this time 
to determine whether the tariff should 
be reduced on imports of watches. The 
President found, with the Tariff Com- 
mission, that there is not sufficient 

(Please turn to page 147) 


New York Syndicate 
Assumes Control of 
Waltham Watch Co. 


WALTHAM, MAss. — A new man- 
agement assumed control of the 106- 
year-old Waltham Watch Company 
on October 8, and announced plans 
to restore the firm “to its rightful 
place in the watch industry,” pre- 
dicting a bright new future for the 
company. 

Waltham’s new management group 





NEW MANAGEMENT TEAM: Dis- 
cussing plans to build Waltham Watch 
Co. to “its rightful place of leader- 
ship in the watch industry” are these 
members of Waltham’s new manage- 
ment: (left to right) Joseph Axler, 
president; Dr. M. A. Geller, chairman 
of the executive committee, and Wil- 
liam H. McMorrow, chairman of the 
board. 


acquired working contro] by a cash 
purchase of 322,700 shares of Wal- 
tham stock from the Tradesman’s 
Bank & Trust Company of Philadel- 
phia. The purchase price was not 
disclosed. 


The new Waltham officers are: Jo- 
seph Axler, president; Dr. Max A. 
Geller, chairman of the executive 
committee; William H. McMorrow, 
chairman of the board; Melvin Ax- 
ler, executive vice president; Irving 
H. Stolz, vice president, and Seth 
Harrison, treasurer. 

These men will serve on the com- 

(Please turn to page 135) 
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Status of Excise Tax On 
Premiums Still Uncertain 


BULLETIN: Wash., D. C., Oct. 23 
—In a bulletin dated October 22, the 
Internal Revenue Service issued its 
awaited statement on the Gellman 
case. The statement says in part: 
“Although this case did not present 
adequate grounds for review by the 
Supreme Court of the U.S., the de- 
cision of the Court of Appeals will 
not be considered by the IRS as a 
precedent in the disposition of other 
cases involving a similar ... situa- 
tion.” 

The IRS’ future course, then, will 
be something along these lines: it will 
wait until someone else, in another 
court’s area of jurisdiction, refuses 
to pay the excise tax in a similar 
situation; it will then bring that party 
to court; it expects to get a favorable 
decision from another case; then, with 
two conflicting decisions to be re- 
colved, it will take the matter to the 
U.S. Supreme Court. 

Washington, D. C.—The case of 
Gellman vs. United States, which 
raises new complications in the ad- 
ministration of the jewelry excise tax, 
continues to fascinate the industry 
and be of great concern to the Inter- 
nal Revenue Service. 

The case involved the taxability, 
under the excise tax laws, of certain 
jewelry and leather goods sold by 
Gellman, a wholesaler, to customers 
who gave the merchandise away as 
premiums, prizes and employee- 
awards. 

The 8th Circuit Court of Appeals 
ruled that Gellman did not sell the 
goods for resale, and, therefore, the 
excise tax did not apply. 

If this case were to become accepted 
law (and there is considerable doubt 
that it will), sales made by a retailer 
of items to be used as awards, pre- 
miums and prizes should be excise-tax 
exempt. 

The Internal Revenue Service has 
not accepted the Gellman decision as 
binding, however. 

Among the possible courses open to 
IRS are: accepting the decision (this 
seems unlikely); ignoring the decision 
outside the jurisdiction of the 8th Cir- 
cuit Court in order to get another test 
case and eventually bring the matter 
before the Supreme Court (IRS offi- 
cials have indicated they consider this 
a likely maneuver); or the IRS could 
issue a ruling to limit the application 
of the decision. 

A recently issued memorandum by 
the Jewelry Industry Tax Committee 
points out that, although some jewel- 
ers may want to try for exemptions 
on the basis of this court decision, “it 
should be obvious that a seller can 
only be assured of 100% protection if 


(Continued on opposite page) 
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Greater Washington RJA Has 
Started ‘Operation Angel’ 


Washington, D. C.—The Greater 
Washington Retail Jewelers Associa- 
tion, Inc., is carrying on an original, 
public-spirited campaign known as 
“Operation Angel” during the ap- 
proaching holiday season. 

The result of a suggestion origi- 
nally made early this year by Bernard 
N. Burnstine, executive vice president 
of the Jewelry Industry Tax Commit- 
tee, “Operation Angel” works like 
this: customers trade in their old 
watches for new ones; jewelers par- 
ticipating in the campaign recondition 
the old timepieces (including dial-re- 
finishing, cleaning and replacing the 
crystal where necessary), and distrib- 
ute them during the Christmas season 
to needy orphans in the community. 

The association has had window 
banners printed up, so that partic- 
ipating stores can let their customers 
know of the campaign. Most fortu- 
nate has been the fact that Mark 
Evans, radio and television performer 
in the area (WTOP-AM and WTOP- 
TV), has volunteered his assistance 
by giving Operation Angel air pub- 
licity and assisting in the distribution 
of the watches. 

Members of the Greater Washing- 
ton RJA were asked to commit them- 
selves to cooperate in this project, 
and, due to an excellent response, par- 
ticipation has been thrown open to 
non-members as well. 





Sawyer Elected to Committee 
Of Jewelers Board of Trade 


NEW COMMITTEE MEMBER: Mr. 
Edson W. Sawyer, treasurer of the 
Improved Seamless Wire Co., Provi- 
dence, R. I., was elected to the Ex- 
ecutive Committee of the Jewelers 
Board of Trade. The election took 
place at a regular meeting of the 
Directors of the Board on Sep- 
tember 21. 








Political Parties Pledge 
Aid for Small Businessmen 


Washington, D. C.—As JC-K went 
to press this month, the political cam- 
paign was nearing its climax. But 
regardless of the outcome of this 
year’s elections, it is apparent that 
some useful help for small business- 
men, including retailers, is in the 
wind for 1957. 

Both parties committed themselves, 
during the campaigning, to take up 
the cudgels for the cause of small 
business. And because the _ entire 
House of Representatives is up for 
election every two years, it will be 
hard for either party to ignore its 
pledges. 

Sherman Adams, President Eisen- 
hower’s top advisor, said in a recent 
speech before a group of Massachu- 
setts small businessmen that the Ad- 
ministration will definitely ask Con- 
gress to consider tax relief for small 
firms, “consistent with the budget 
situation.” A White House Advisory 
Committee has urged a reduction in 
the corporate tax rate from 30 per 
cent to 20 per cent on the first $25,000 
of yearly earnings. 

In addition, Adams stated, the Ad- 
ministration will urge that the Small 
Business Administration—a prime 
source of funds and counseling for 
many small firms—be continued be- 
yond 1957. 

The Administration has also prom- 
ised to work for a revision in the tax 
code to permit taxpayers to pay an 
estate tax over a period of years if 
the property consists of investments 
in closely-held business concerns. 

This provision is suvvorted in al- 
most the same form hy the Demo- 
crats. Present death-tax regulations 
frequently force family-owned stores 
to sell out to large chain operations 
to escape the levies. 


Democrats_pvlan tax relief 


According to Senator John Spark- 
man (D., Ala.), chairman of the Sen- 
ate Small Business Committee, the 
Democrats are planning to sponsor 
a comprehensive tax relief measure 
early next year. The measure will 
provide some self-insurance and pen- 
sion fund aids, as well as relief from 
inheritance taxes. 


Misses 1 Second in Centuries 


New York—An atomic clock, called 
Atomichron, said to be accurate to 
within 1 second in several hundred 
years, is now being delivered to cer- 
tain government agencies by the Na- 
tional Co. 

National believes that the clock’s 
near-perfect accuracy will make it 
useful in navigation, communications, 
and astronomy. Each clock, which is 
a combination atomic and electronic 
mechanism, is valued at $50,000. 
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‘Diamonds U.S.A.’ Awards 
To be Opened to Designers 
In All Parts of the World 


New York City—An announcement 
was made at the third annual pre- 
sentation of the “Diamonds U.S.A.” 
Awards, held October 17 at the Plaza 
Hotel here, that in the future the 
competition will be open to jewelers 
and jewelry designers throughout the 
world. 

The past competitions have been 
limited to entries from the United 
States and Canada. The suggestion to 
open the awards to jewelers every- 
where came from leading European 
designers. 


Awards are for good design 


The awards are offered by N. W. 
Ayer & Son, Inc., for excellence in 
diamond jewelry design. Designs are 
submitted in the form of sketches to 
a Selection Committee of recognized 
authorities, and the awards are pre- 
sented for the production of finished 
jewelry made according to the de- 
signs chosen by the Committee. 

The firms and individuals receiving 
the awards this year are: Wm. Chal- 
son & Co., Inc., Marchal Inc., Ma- 
rianne Ostier, Seaman Schepps, Harry 
Winston, Inc., and J. R. Wood & 
Sons, Inc., all of New York City; 
George Beattie, Inc., Cleveland; 
Ralph W. Biggs & Co., Stamford, 
Conn.; Granat Bros, San Francisco; 
Hamilton Watch Co., Lancaster, Pa.; 
Elleard B. Heffern, Inc., St. Louis; 
J. B. Hudson Co., Minneapolis; Mary 
Schimpff, Bloomington, IIl.; A. Sto- 
well & Co., Boston; and Primavesi & 
Kaufmann, Montreal, Canada. 

The Selection Committee, which 
chose the award-winning designs, 
consisted of: Dr. A. M. Frankfurter, 
editor of Art News; Leon Leonidoff, 
senior producer at Radio City Music 
Hall in New York; Rouben Mamou- 
lian, Hollywood film producer; Mrs. 
Brooks McCormick, socially promi- 
nent Chicagoan noted for her taste 
in dress, and Pauline Trigere, 
American dress designer. 


Entries due in March 


Entries for next year’s “Diamonds 
U.S.A.” Awards competition must be 
in the hands of N. W. Ayer & Son, 
Inc., on or before March 4, 1957. The 
awards will: be presented in October. 

Designs may be entered in the 
following four categories: 

Group A 1 — pieces to retail at $500 
or less, exclusive of 


taxes. 
Group A — $500 to $2000. 
Group B — $2000 to $10,000. 


Group C — over $10,000. 

(For additional coverage of this 
year’s awards presentation, please 
refer to editorial feature section on 
page 44.) 
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Manufacturing Jewelers and 
Silversmiths of America 
Receives National Award 


New York City—National recogni- 
tion has come to the Manufacturing 
Jewelers & Silversmiths of America, 
Inc., of Providence, R. I., for its 
year-old Jewelry Shipping Service 
(JSS). 

The Grand Award for outstanding 
activities in 1956 was presented to 
the group by the American Society of 
Association Executives at its annual 
meeting at the Persian Room of the 
Hotel Plaza in New York, Septem- 
ber 20. 

It was the first time that an or- 
ganization within the jewelry in- 
dustry has received the award 
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A GRAND AWARD: A. Boyd Camp- 
bell (left), chairman of the board of 
the Chamber of Commerce of the 
United States, presents the grand 
award for service to the Manufactur- 
ing Jewelers & Silversmiths of Amer- 
ica. George R. Frankovich, the group’s 
executive secretary, receives the 
award. Mr. Campbell was a member 
of the awards committee of the 
American Society of Association Ex- 
ecutives, which is the organization 
making the award. 


JSS was inaugurated last January 
as a means of obtaining lower freight 
rates, faster and generally more 
convenient service for the organiza- 
tion’s membership. More than a year 
of planning and preparation went 
into the program, which, during the 
first six months of 1956, transported 
more than 3,000,000 pounds of 
freight at substantial savings in ac- 
tual freight charges, cost of in- 
surance and time. 

Recently the JSS added two new 
terminal destinations to the seven al- 
ready in operation. The two new 
points are Baltimore, Md., and Wash- 
ington, D. C. Other destination points 
are Boston, New York, Philadelphia, 
Chicago, Los Angeles, San Fran- 
cisco and Dallas. 

The American Society of Associa- 
tion Executives, in announcing the 
awards, cited the organization “for 
its outstanding service in lessening 
one of the foremost problems of its 


industry: the high costs and slow 
service of regular transportation 
facilities.” 





Bulova Merchandising Forum 
Inaugurated in Pittsburgh 


Pittsburgh, Pa.—The first in a 
series of merchandising forums for 
jewelers, sponsored by the Bulova 
Watch Co., was held in the William 
Penn Hotel here, September 19, in 
cooperation with the Pittsburgh 
RJA. 

More than 250 jewelers from the 
Greater Pittsburgh area gathered to 
hear speeches on salesmanship, mer- 
chandising techniques and advertis- 
ing, by leading Bulova men. At the 
conclusion of the formal business, 
refreshments were served and a pre- 
view film, starring Jackie Gleason, 
was shown. 

Pittsburgh’s Mayor David Law- 
rence welcomed the two-day forum, 
hoping it would be a successful and 
profitable undertaking. 

Samuel P. Epstein, executive vice 
president of the Bulova Watch Co., 
explained the thinking behind this 
unusual merchandising gathering. 
He said, “The Bulova Forum is an 
expansion of the Bulova Technical 
Symposium, which has been pre- 
sented in more than seventy cities 
before 40,000 jewelers and watch- 
makers. Our new concept has been 
developed with an understanding of 
today’s most modern and effective 
merchandising, advertising and sell- 
ing techniques.” (Pittsburgh was 
also the site of the first Bulova Sym- 
posium.) 

Appearing as speakers during the 
forum were: R. H. Whidden, sales 
manager of the Bulova Watch Co., 
whose subject was “Setting the 
Stage for Salesmanship”; Herman 
Blumenthal, of the Bulova Customer 
Relations Department, who discuss- 
ed “Merchandising Techniques for 
Increased Sales,” and Eugene B. 
Dorroh of the Sales Promotion Di- 
vision, who reviewed the complete 
Bulova advertising program and its 
effects on retailers. 





Excise on Premiums 
(from opposite page) 


he collects and reports the tax on 
transactions covered by the Gellman 
case.” 

The JITC memorandum goes on to 
indicate that, according to present law, 
the jeweler can collect the tax and 
pay it to the government under pro- 
test. 

Then, in the future, if the Gellman 
decision is sustained, the jeweler can 
make claim for payment from the 
IRS. 

Jewelers seeking more information 
on these new complications in the ex- 
cise tax structure, or advice concern- 
ing individual cases, should contact 
the Jewelry Industry Tax Committee, 
900 F Street NW, Washington 4, D. C. 
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New survey reveals that 
an average issue of Readers Digest 
is read more than 168 million times 








In the Digests 32-million audience, the average 
person reads his copy at least five times. 


Advertisers can now evaluate 
magazines by “exposure days” 


Now for the first time, seven of America’s 
leading publications have been exam- 
ined to determine the number of days on 
which an average issue is exposed to its 
readers. 

This is an important new measure- 
ment of a magazine’s value to the reader 
—and to the advertiser. 

In one of the largest, most comprehen- 
sive studies of markets and media ever 
made, Alfred Politz Research, Inc. has 
disclosed this fact . . . 

A single copy of Reader's Digest, on 
the average, is picked up and read not 
just once—but more than five times by 
each reader. 


Digest has most “exposure days”’ 


To measure the number of “times” each 
person reads the same magazine, Politz 
has counted the number of different days 
on which the reader picks up and reads 
the magazine. He has found that each 
reader, on the average, turns to his copy 
of Reader's Digest on 5.3 different days. 

These 5.3 “reading days” per reader, 
multiplied by the Digest’s 32 million 
readers per issue, give a total of 168 mil- 
lion “exposure days.” This represents the 
minimum total number of “exposures” 
for a single issue of this magazine. This 
is more than three times the number of 


“exposure days’ found for any other pub- 
lication studied. 


Here are the seven publications meas- 
ured in the study: 


@ Reader's Digest ® Life 

© Saturday Evening Post ® Look 

® McCall's ® Good Housekeeping 
@ This Week 


What does this mean for business? 


It means that when you run a sales mes- 
sage in Reader’s Digest, you have at 
least five opportunities to catch the eye 
of the average reader. 


You know that your issue will be read 
by more people more often than an issue 
of any other magazine measured. 


Send for New Politz Study 


The Politz report, “A Study of Seven 
Publications,” reveals total audiences, 
number of reading days and total “ex- 
posure days’ of the magazines. For a 
copy, write Reader’s Digest, 230 Park 
Avenue, New York 17, N. Y. 


Other facts revealed to help 
business sell more customers 


From this latest study, American busi- 
ness will also have significant new mar- 
keting information on the great mass of 
high-income consumers reached by these 
magazines — including the largest one, 
Reader's Digest. For example... 


Nation’‘s largest reading audience 
is nation’s largest sales market 


32 million people read an average issue 
of Reader’s Digest. This is the largest audi- 
ence ever attracted to a magazine. 


Nearly one-fourth of the nation 10 years 
of age and older reads the Digest each 
month—more people than the combined 
populations of the 30 largest U. S. cities. 


Over one-third of the high incomes are 
in Digest families. Among all people in U. S. 
households with annual earnings of $7,000 
and over, 37.4% are Digest readers. 


Nearly a third of the total market for 
new cars, many household appliances and 
other products and services is provided by 
Digest readers alone —more total purchasing 
power than can be found among the readers 
of any of the other magazines. 


Nation’s largest 
magazine circulation 


Reader’s Digest net paid circulation is 
11,024,410—largest ABC circulation of any 
U. S. magazine. It represents a growth of 
788,353 copies per issue over the compara- 
ble period a year ago when the Digest first 
began to accept advertising. 


Lowest advertising cost per copy 


Of the leading magazines, Reader’s Digest 
offers the lowest “cost per page per 1000 
circulation.” With about 3 readers per copy 
and more than 5 “exposure days” per reader, 
the Digest is unmatched by any publication 
in total audience and total exposures. 


People have faith om |Reader S D ge St eee 


The Natwon’s Largest Magazine Audience 
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14,515 interviews like this, completed June 23, 1956, 
reveal new facts on family reading habits and purchasing 
power of the nation’s great magazine-reading audience. This 
national media study, conducted by Alfred Politz Research, 
Inc., is one of the largest, most comprehensive ever made. 
Here, Mrs. William Loock, Port Chester, N. Y., housewife 
and mother of three, discloses details to Politz interviewer. 


“The Technical Committee of the Advertising Research 
Foundation carefully reviewed the scope and objectives 
of the study conducted by Alfred Politz Research, Inc. 
for the Reader’s Digest. The Committee was consulted 
on statistical procedures and survey design to improve, 


if possible, its usefulness to the entire industry. The 
survey report meets with the approval of the ARF.” 


Who a 


A. W. Lehman, Director 
Advertising Research Foundation 
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Eor Screws 


Minimum Wage to be Asked 


Washington, D. C.—Labor Secretary 
James Mitchell, under pressure of the 
political campaign, has stated that he 
is ready to make specific recommen- 
dations to Congress next year (assum- 
ing the Eisenhower administration is 

_returned to office) on exactly which 
> | groups of employees he believes should 
be covered by the federal minimum 
| wage law. 





For the past two years, the U. S. 
'_Labor Department and President 
Eisenhower have asked for broader 
'minimum wage coverage, but have 
repeatedly refused to be specific. Now, 
a concrete proposal is in the offing. 
| So far, the Secretary will say only 
| that his proposal would bring ‘“mil- 
lions more workers under the law.” 
He is expected, however, to go along 
generally with union demands that 
stores with five or more units, or 
grossing $500,000 a year, be brought 

under the law. 

With increased union activity in or- 
ganizing retail workers, the stepped- 
up union pressure for extension of 
minimum wage coverage, and the ten- 
| tative decision of some of the largest 
department stores not to fight against 
extension of the minimum wage to re- 
tail workers, a strong drive by the 
President and his administration next 

1412 year could bring initial minimum 
Ear Clips \ SCREW BACK or CLIP Wage coverage to retail employees. 


: R. ‘. 


27 7 


XR m& \ \. For The # 
3 E \ 


sar wee 4 COMPLETE LINE 
Of EAR WIRES 











Pierceless 





\ PIERCED or PIERCELESS 













In STERLING GOLD FILLED [@ 


ond KARAT GOLDS _ Excise Tax Picture 
: (from Page 129) 


handicapped by a discriminatory ex- 
cise tax. 


Oppose small exemptions 


At present, no decision has been 
made among leaders of the jewelry 
industry as to whether the industry 
should work for a reduction in the 
rate of taxation (for example, reduc- 
ing the excise tax from 10 per cent to 
5 per cent) or for a price-line exemp- 
tion (that is, exempting all sales be- 
low a specified amount from the excise 
| tax). 


1201 





Pierceless Ear Wires 








The industry does, however, oppos? 

_a proposal made in the final days of 

the last legislative session by Rep. 

| Richard M. Simpson (R., Pa.). Simp- 

son’s proposal provided, among other 

things, for an exemption for articles 
which sell for $5 or less. 


Such an exemption, according to 
: | jewelry industry officials, would give 
d: their competitors—limited price va- 





286/tail 









19 20 25 2? 21 _riety stores, department stores and 

> hat ° | drug stores—an advantage. This would 

Distributed Thru the Material Jobber en nene maces Cee 

W. R. COBB Company sold by these competing outlets sell 

ee 101 Sabin Street, Providence 3, R. |. Catoaye Ottice for less than $5, while very few jewel- 
ae Sone ee Phone GA 1-4100 29 East Madison St. ry stores carry any substantial inven- 





| tory of items in that range. 
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New Waltham Management 
(from Page 129) 


pany’s board of directors. In addi- 
tion, Judge Jacob J. Kaplan, of Bos- 
ton, the firm’s corporate counsel, and 
W. J. Hudson, of Baltimore, Md., 


will continue to serve as directors. 


New group’s goals stated 


McMorrow, the former president of 
the firm, will continue in charge of 
Waltham’s manufacturing operations 
and will direct the company’s activi- 
ties in the field of aircraft instru- 
mentation. 

“The coming of the new manage- 
ment,” McMorrow said, “is just about 
the best thing that could have hap- 
pened for Waltham. Stability, con- 
tinuity, and growth are the goals of 
Waltham’s new management team, 
and they can spell only progress for 
our entire organization.” 

Waltham’s new officers joined in 
expressing confidence that their suc- 
cessful merchandising and manage- 
ment experience in the watch in- 
dustry “can be effectively and profit- 
ably coupled with Waltham’s tradi- 
tional reputation, skill and integrity 
... to build a bright, new future for 
the company. 

“Renewed emphasis will be placed 
on consumer watch selling,” they 
said, “while at the same time the in- 
dustrial and instrumentation phases 
of Waltham’s business will! be 
strengthened and expanded to serve 
America’s defense requirements.” 

The company, which makes gyro- 
scopes, aircraft clocks, and watches, 
now has a substantial backlog of 
government contracts. 


Experienced in watch industry 


Waltham’s new president has had 
years of experience in watch distri- 
bution. In addition to being president 
of Joseph Axler, Inc., New York watch 
distributing firm, he also has headed 
Inter-American Time Corp., importers 
and exporters, and Baume & Mercier 
Corp., the North American distribu- 
tors of the Baume & Mercier line of 
Swiss watches. 

Dr. Geller, now Waltham’s execu- 
tive committee chairman, was presi- 
dent and chairman of the New Haven 
Clock and Watch Company from 1949 
to 1954. He also is president of 
Weiss & Geller, a New York advertis- 
ing agency. 


— - 


Former Instructor Opens Store 


Long Beach, Calif.— Morey Sch- 
wartz, a former instructor at the Los 
Angeles Watchmakers School and the 
Horological Institute of Los Angeles, 
has opened a store of his own, after 
17 years in the industry. 

Schwartz Jewelers held its grand 
opening recently at 17321 Bellflower 
Blvd., Long Beach. 


FOR NOVEMBER, 1956 





Southern jewelry Show Dates 
Set by SJTA for July 1957 


Atlanta, Ga.—The next annual 
Southern Jewelry Show will be held 
July 21 through 24, 1957 at the 
Henry Grady Hotel, this city, it was 
announced recently. 

The announcement came from 
Herb Lewis, chairman of the public- 
ity and entertainment commitcee of 
the Southern Jewelry Travelers 
Association, following a meeting of 
the board of directors of that organ- 
ization on September 22. 

The show will be held in conjunc- 
tion with the Southeastern China, 
Glass and Gift Show. 

“Plans are now under way to 
make the 1957 show our most suc- 
cessful,” said Lewis. 


‘Cherub’ Presentation Made 
To RJA of Greater St. Louis 


St. Louis, Mo.—The Retail Jewelers 
Association of Greater St. Louis held 
a special “Operation Cherub” meeting 
at the Lennox Hotel, September 26. 
Irving Chayken, director and former 
chairman of the Jewelry Industry 
Council addressed the group. 

Approximately two hundred jew- 
elers from St. Louis and the surround- 
ing area attended. The meeting was 
held a month earlier than a similar 
meeting last year, in order to give the 
retail jewelers an opportunity to pre- 
pare their plans to tie-in with the na- 
tional campaign. 

Clem Wolff, executive vice president 
of Hess & Culbertson, Jewelers, con- 
ducted the meeting. 
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Post Office Drops ‘Open’ Label 


Washington, D. C.—Postmaster Gen- 
eral Arthur E. Summerfield has an- 
nounced that the familiar label “May 
be Opened for Postal Inspection” is 
no longer needed on sealed second, 
third and fourth-class matter. 

Summerfield said the regulation is 
so well known to the public that when 
the sender sealed such packages he 
gave implicit authorization for in- 
spection. The requirement for label- 
ing has been in effect since 1921. 

When a mailer does not wish to 
have his mail opened for inspection, 
he need only mark it “First Class” and 
attach the proper postage. 


lowa Jewelers Elect Officers 


Des Moines, lowa—The annual con- 
vention of Iowa Retail Jewelers As- 
sociation was held at the Hotel Fort 
Des Moines on September 23. 

The association elected a new slate 
of officers for the coming year, 
headed by Bob Prastka, of Cedar Rap- 
ids. Other officers chosen were Mau- 
rice Bates, of Ames, vice president; 
Gordon Conner, Mason City, secre- 
tary-treasurer, and Howard W. Dres- 
ser, Mason City, executive secretary. 

New members of the board of di- 
rectors of the Iowa RJA are: Bob 
Prastka; Gene Heifner, of Fort Mad- 
ison; Grant Johnson and G. Kyseth. 
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jewelry using Linde’ Stars..." 


In this striking feminine ring, Jones & 
Woodland have surrounded the shimmering 
radiance of the Linde* Star Ruby with 
twin circles of tiny baguette dia- 
monds in a setting of 14K white or 
yellow gold. The stark simplicity of the 
men’s ring dramatizes the brilliant 
Linde* Star Ruby or Sapphire in 14K 
gold, highlighted by deep diamonds. 













More and more of the nation’s 
foremost jewelry manufac- 
turers are joining the LINDE* 
STAR HONOR ROLL. They 
find that these exotic man- 
made gems inspire the love- 
liest jewelry designs... 
and star in their profit- 
picture, too. 
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Elgin Watchmakers College 
Adds Jewelry Repair Course 


Elgin, Ill—The Elgin Watch- 
makers College has announced the 
addition of a course in jewelry re- 
pair and stone setting to its curricu- 
lum. 

Raymond F. Soucie, director of 
the college, said the decision to add 
the jewelry repair course to the 
school’s normal 16 month course in 
watchmaking, was made as a result 
of repeated requests from jewelers. 

“Many jewelers complained to 
me,” said Soucie, “that they were 
losing sales because they didn’t have 
a repairman who could handle stone 
setting, ring sizing and other basic 
jobs, yet they didn’t feel they could 
afford to hire one man for jewelry 
repair and another for  watch- 
making. 








PRACTICAL DEMONSTRATION : 
William F. Buckheister, who heads 
the new jewelry repair course being 
offered at Elgin Watchmakers Col- 
lege, shows Donald Hoffman how to 


put a bead on a diamond mounting. 

Students in the course will acquire 

a working knowledge of over fifty 

le mg dhe ll | tools, including the beading tool 

OHIO | shown in the photograph, before 

they are granted a certificate of pro- 
ficiency by the College. 


Charles Koppel Ring Co. 
. S. K. Jewelry Co., Inc. 

Mercury Ring Corp. 

Murray Perkel & Co., Inc. 

Samuel Platzer Co., Inc. 

S. & M. Jewelry Co. 

David Sarkin, Inc. 

William Schneider 

Seltzer Bros. 

Untermeyer, Robbins & 
Co., Inc. 

J.R. Wood & Sons, Inc. 

BUFFALO, N. Y. 

The Bock-Lewis Co. 

M.A. Reich and Co. 

CHICAGO, ILL. 

Ed. Cain & Co., Inc. 

Hirsch and Oppenheimer 


NEW YORK CITY 

Alsan Mig. Co. 

Beckerman & Lerner 
Belenky Bros., Inc. 

J. L. Brandt Co. 

Coronet Jiry. Mfa. Co., Inc. 
Davidson & Sons Jiry. Co., Inc. 
E. S. Feinstein & Co. 

J. and H. Flyer, Inc. 

Fiyer Brothers 

Harry & Ben Frackman, Inc. 
Gevertz & Co., Inc. 

H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co.. Jewelers, Inc. 
Beniamin & Edward J. 


MINNEAPOLIS, MINN. 
Ostbye and Anderson 





Fratianne Mfg. Co. 
Swirsky Bros., Inc. 

The Victor Corp. 
PENNSYLVANIA 

Byard F. Brogan 

Helm and Hahn Co. 
NEW JERSEY 

Acme Ring Mfg. Co., Inc. 
Bond Diamond Co., Inc. 
Church & Company 


Students who take the course will 
spenz nine weeks learning the basic 
requirements of jewelry repair and 
stone setting. 


Gross Co., Inc. 
Hoa Guise Stein & Ellbogen Co. F. & F. Felger, Inc. Fas 7 P ; 
Kahn & Co INDIANAPOLIS, IND. Jabel Ring Mig. Co., Inc. | This doesn’t mean he (the grad 

oodman and Company Jones & Woodland Co.. Inc. uate) will be a finished jewelry re- 


Morris Kaplan and Sons 
pairman,” Soucie commented, “but 


at least he will be able to handle 
ordinary jobs which many store 
owners often have to turn down be- 
cause of a lack of trained man- 
power.” 

Students can take the course sep- 
arately, if they wish, or in conjunc- 
tion with the watchmaking course. 

The new course will be headed by 
William F. Buckheister, veteran 
jewelry repairman. 
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Woman Allergic to Diamonds! 


It is generally accepted that “a di- 
amond is a girl’s best friend.” Be- 
cause of this, any woman who finds 
them incompatible with her health or 
happiness is front-page news. 

That is just why Mrs. Wesley Cor- 


bitt was front page news in the 
September 20th edition of the Akron 
Beacon Journal. 

Under the heading “Allergic To 
Diamonds,” the article stated: “Mrs. 
Corbitt has never been able to wear 
her engagement and wedding rings 
more than an hour at a time. They 
cause her finger to swel) and blister 
and give her ‘horrible itching.’ ” 

In spite of the newsworthy aspects 
of such a story which spotlights the 
unusual, there was no humor in it 
for the jewelry trade. Particularly as 
it was picked up and run by other 
papers throughout the country. 

Realizing the seriousness of the 
broadcasting of such a story, J. R. 
Wood, Inc., of New York, manufac- 
turers of Artcarved diamond rings, 
got into immediate action. As the 
first step in their investigation, they 
contacted their dealers in Akron. The 
dealers contacted Harold Neiman, 
president of the Akron Jewelers As- 
sociation. Mr. Neiman contacted Mrs. 
Corbitt. 

He asked her if a doctor had said 
that she was allergic to diamonds. 
She said she had not seen a doctor. 
Who was it, then, who had affirmed 
her allergy? It was the jeweler from 
whom she had procured the rings. 
Who was this jeweler? He didn’t have 
a store but overated from his home. 
What was his name and address? 
Mrs. Corbitt would not reveal this in- 
formation. 

Suspecting that some strong deter- 
gent might have lodged under the 
rings and been the cause of the irri- 
tation, Mr. Neiman offered to clean 
them and keep them clean for what- 
ever length of time necessary to prove 
that it was not the diamonds that 
were at fault. 

Mrs. Corbitt no longer had the rings 
—she had sold them. 

As a final effort in his check-up on 
the story, Mr. Neimen said in a letter 
of October 11, “I contacted Ben James, 
who is city editor of our Beacon Jour- 
nal. Mr. James said that the reporter 
who had written the storv had not 
confirmed the information.” 


ee eee 


Bulova Gives Scholarships 


New York City — The Bulova 
Watch Co. Foundation recently an- 
nounced that it is awarding seven- 
teen scholarships to children of Bul- 
ova employees. This brings to a total 
of fifty-three the number of scholar- 
ships that have been awarded under 
the Foundation’s 4-year-old scholar- 
ship plan. 
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Survey of Detroit Gift Show 
Marks Suburban Sale Increase 


Detroit, Mich.— Unusually heavy 
buying to replenish low inventories 
was reported by exhibitors at the re- 
cent Detroit Gift Show, which was 
held at the Sheraton-Cadillac and 
Statler hotels here. 

Exhibitors reported their largest 
increases in sales came from stores 
in suburban shopping centers and 
small towns. Orders by large down- 
town stores showed a less-than-aver- 
age improvement. 

The next Detroit Gift Show will be 
held March 3-7 at the same hotels. 


Truman Guest at Goldman Fete 


Kansas City, Mo.—Former Presi- 
dent of the United States Harry S. 
Truman was among the guests at a 
luncheon recently given in honor of 
George Goldman, of the Goldman 
Jewelry Co. 

The luncheon was given by the 
Mo-Kan Fleet Reserve Association at 
the Hotel Muehlbach, with about 40 
people in attendance. 

Goldman was presented with a glass 
etching of himself, and was praised 
for being “the main cohesive force in 
this growing organization since its 
founding three years ago.” 

















| Your customers 
will see this 


advertisement in 





% 
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| graved for you with any name, 
| sentiment or design that will mean 





No.1 4” x3K’%"x 1%”.. $29.50 
No.2 6%” x 3%” x 1%”..... $42.00 
/ No. 3 4” x 3%” x 2%” ie apes $38.50 





Your jeweler will have it en- 


most to the one to whom you give 
it. It’s a marvelous group gift, too, 
for the boss, the groom, the club 
president, or the head of the house. 

Smith & Smith Sterling Silver 
Boxes come in several sizes. The 
Executive is illustrated. They are 


TOWN & COUNTRY 


for 


November 





A Gift to Personalize 


Smith & Smith STERLING SILVER CIGARETTE BOX 


sterling throughout, including the 
bottoms, and the covers are gold 
lined. The Smith & Smith name 
is stamped on the bottom and 
guarantees quality. They are 
priced according to size, from 
$29.50 to $75.00*, tax included 

Engraving is extra as quoted by 
your jeweler. Allow him at least 
two weeks for engraving. 


Ask your favorite jeweler, or write for the name of a jeweler near you to 


smith & smith | 


NORTH ATTLEBORO, MASSACHUSETTS 


*Prices subject to change without notice. 


No.4 6%" x 3%" x 2&”..... $52.50 
No. 5 8%” x 3%” xX 1%”. $59.00 
No.6 8%” x 3%” x 24”.....$75.00 


Mail orders filled promptly. Engraving done if desired. All prices retail, tax included, 
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Gordon’s Opens New Ala. Store 


Birmingham, Ala.—Gordon’s Qual- 
ity Jewelers, a company with 37 
stores in six southern states, was 
scheduled to open its first outlet in 
Birmingham, as JC-K went to press. 

The building in which the store is 
located has been completely remodel- 
ed, and Harry B. Gordon, president of 
the chain, said, “It will be a magnifi- 
cent store; there will be nothing nicer 


anywhere.” 

This is the second Gordon store in 
Alabama, the first being in Mont- 
gomery. 


Detroit Jewelry Show Reports 
Top Attendance and Business 


Detroit, Mich.—Over 1600 jewelry 
buyers and their friends set a new 
attendance record at the Detroit Jew- 
elry Show, October 7, 8 and 9, held 
at the Hotel Statler here. 

In addition to the new attendance 
record, the business volume during 
the show rose well above previous lev- 
els, with all exhibitors happily report- 
ing an excellent dollar volume in or- 
ders for merchandise for fall and the 
Christmas season. 








JUST WHAT 1S A STOCK BOXG 





What is stock? — an 
accumulated reserve 
supply readily available, 
continually replenished. 
MASON has over a 
million stock boxes! ~ 
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MASON stocks three different lines of 
costume jewelry boxes artistically de- 
signed and finished with the same care 
accorded the finest custom job. 

Cotton filled utility boxes are also avail- 
able in 12 popular sizes. 

RETAILERS .. . Please contact your ma- 
terial supplier. 

MANUFACTURERS . . . Please write us 
direct for your custom designed or stock 
jewelry boxes. 





FOR PROMPT DELIVERIES 
ORDER MASON AND BE SURE 


U0 BOX CO. 


521 MT. HOPE STREET 
ATTLEBORO FALLS, MASS. 





WRITE FOR FULL. COLOR ILLUSTRATED FOLDER WITH PRICES OF ALL STOCK BOXES 
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The show is sponsored by the De- 
troit Jewelry Sales Associates, a 
group of salesmen who reside in the 
area and work around Detroit and 
Michigan. Since its inception 2 years 
ago, the show has gained momentum 
and has come to be a regular event, 
twice a year, to which retailers and 
buyers alike look forward. 

Emphasis has been placed, in the 
show, on new merchandise or promo- 
tions. To stimulate direct mailing to 
the trade, three plaques were awarded 
for the best direct-mail pieces. 

Irving Segal, of Shriro Watch Co., 
headed the show committee, assisted 
by George Cohn, of A. Cohen & Sons; 
Dave Goldstein, Harbay Co., Larry 
Katz, Longines-Wittnauer Watch Co.; 
Herman Keys, Elgin American; Phil 
Rothschild, Shwayder Bros., and Louis 


Zimmerman, Elgin National Watch 
Co. 
The dates of the Spring Detroit 


Jewelry Show have been set for Feb- 
ruary 17-19, 1957, once again at the 
Hotel Statler. 


Crown for Christ Statue 
To Be Blessed by Pontiff 








Blase de Natale, New York jewelry 
designer, has completed the second in 
a set of crowns designed for a statue 
of Mary and Jesus. The statue is in 
the Church of Our Lady of Mount 
Carmel, Roseto, Pa. The first crown 
was presented to the church last 
year, and the second (which Mr. de 
Natale is seen examining in photo- 
graph) was given during the Festival 
of Our Lady of Mt. Carmel this past 
July. Plans are now being made for 
Mr. de Natale, and the priest of Our 
Lady of Mt. Carmel, to go to Rome 
in order to have the Pope bless the 
two crowns. 


New Manager at ‘Gift Chest’ 


Dexter, Mo.—John Obrist, of St. 
Louis, recently took over the man- 
agement of the Gift Chest Jewelers. 
He is an experienced watchmaker. 
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METROPOLITAN 


The formation of the Baguette Dia- 
mond Corporation, with offices in New 
York City, Antwerp and Tel-Aviv, 
was recently announced. The firm will 
specialize in loose diamonds, featur- 
ing a variety of fancy shapes and 
special sizes. The new company was 
organized by Jacques Torezyner and 
Arthur and Philip Kimmel. Torczyner 
is a diamond specialist who has writ- 
ten articles for numerous trade jour- 
nals. He is National Secretary of the 
Diamond Trade Association, and a 
member of the Jewelry Industry Tax 
Committee. Arthur and Philip Kimmel! 
have specialized in novel merchandis- 
ing techniques for jewelry, and have 
had extensive experience in the oper- 
ation and management of retail jewel- 
ry outlets. The company’s New York 
offices are at 2 West 46th Street. 


The Jewelers Acceptance Corporation, 
60 East 56th Street, recently an- 
nounced the election of Charles E. 
Haff and Lewis R. Eisner as vice 
presidents, and Gerald Blum as assis- 
tant treasurer. The corporation spe- 
cializes in installment receivables 
financing for retail jewelers, and pro- 
vides general commercial financing 
for manufacturers, jobbers and whole- 
salers in varied lines. 


Mr. Vangelis Chion is now sole owner 
of the Stadtmuller Jewelry Store, 5744 
Myrtle Avenue, Brooklyn (in the 
Ridgewood section). The firm has no 
connection with the Stadtmuller store 
in Sayville, Long Island. 


Mr. and Mrs. Harry Smolin left Oc- 
tober 19 for a visit to the European 
precious stone markets. Smolin is a 
wholesaler of precious stones and 
jewelry. His offices, at 62 West 47th 
Street, remain open during his ab- 
sence. 


The Horological Society of New York 
held its regular meeting at the Capi- 
tol Hotel on October 1. Following the 
business portion of the meeting, con- 
ducted by the group’s president, Jean- 
Pierre Savary, a panel discussion was 
held among a group of outstanding 
horologists. The panel members were: 
B. Goldstein (better known as “Mr. 
Barney”), clockmaker; I. Liemer, spe- 
cialist on automatic watches and 
waterproofing; Jules Durlacher, and 
Paul Courvoisier, of Geneva Dial 
Corp., a specialist in watch dials. Mike 
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Wilson, president of the New York 
State RJA, was among the guests at 
the meeting. The Society’s next meet- 
ing will be held at the Capitol Hotel 
on November 5. Supersonic watch- 
cleaning will be discussed, and a 
supersonic cleaning machine will be 
demonstrated. 


The RJA of Greater New York held 
a meeting October 3 at the Hotel 
Rosoff. Among the guests at the meet- 
ing were Mike Wilson, president of 
the New York State RJA; Alvin 
Levine, of Foote, Cone & Belding, rep- 
resenting the Watchmakers of Swit- 
zerland; John Weidman, of the Satur- 
day Evening Post; Sam _ Steiner, 
president of the Metropolitan Retail 
Jewelers, and a number of vice presi- 
dents of the RJA’s of the various 
boroughs of New York City. During 
the program, the group’s disability- 
insurance program was _ discussed, 
Mr. Weidman made an “Operation 
Cherub” presentation, and Mr. Levine 
spoke on “What Jewelers Can Do to 
Improve Sales of Jeweled Watches” 
and showed a film titled “Answers 
that Sell.” The group’s annual ban- 
quet, subsequently held at the Shera- 
ton-Astor on October 21, was men- 
tioned, and all members were urged 
to attend the function. 


Mr. and Mrs. Joseph Lasko celebrated 
their Golden Wedding Anniversary on 
October 14. Mr. Lasko is connected 
with the Elite Watch Case Co. 


Abelson’s Jewelers, 256 Main Street, 
Paterson, N. J., was recently awarded 
a plaque by the International Diamond 
Guild, “for maintaining the highest 
standards of integrity and quality in 
diamond retailing.” 


A new retail store, Central Jewelers 
& Gifts, has opened at 361 Fairview 
Avenue, Fairview, N. J. 


STATE 


Meyer Duncan, owner of Crown Jewel- 
ers, Ellenville, N. Y., has sold the 
business to Aaron Jaffee of New York 
City. Duncan purchased the business 
about 9 years ago. He will remain 
with Crown temporarily to assist the 
new owner. 


The Jewelers 24 Karat Association of 

Western New York met at the Peace 

Bridge Hotel in Buffalo recently. The 
(Please turn to page 151) 
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NEW 


Members of the Diamond Peacock 
Club of Boston met at the Parker 
House October 26. It was their an- 
nual meeting and election of officers. 
The results of the election will be is- 
sued later this month. 


The Boston Jewelers Club held its 69th 
annual Beefsteak Dinner (with lob- 
ster as the alternative, for the bene- 
fit of seafood-lovers). Officers were 
elected for the coming year, and the 
results of the election will be forth- 
coming shortly. 


The New England Guild of the Amer- 
ican Gem Society, now in the process 
of rebuilding its organization, held 
its fall meeting October 11 at the Mu- 
seum of Science, Boston. Following 
the business session, a sound-color 
film was shown on the polarization of 
light. Each member was presented 
with a pair of polaroid discs, which 
may be used as a polarascope, by the 
Polaroid Corp. 


A Bulova Symposium of watchmaking 
was held October 18 in the Parker 
House ballroom, Boston. Max Sch- 
wartz, technical director of Bulova’s 
service division, directed the session. 
The symposium included showings of 
slides and 16mm sound films. 


The newly-formed Horological Society 
of Massachusetts held meetings in 
September and mid-October, and has 
made plans for regular meetings to 
be held on the third Tuesday of each 
month, in the cafeteria of the Walt- 
ham Watch Co., Cresent Street, Walt- 
ham, Mass. 


Lawrence Putnam retired last month, 
after 33 years of service with the 
Thomas Long Co. of Boston. He was 
presented with a color-television set 
by the firm, and a cash gift from his 
fellow employees. George Loud, head 
of Long’s repair department and a 
veteran of 40 years with the firm, is 
convalescing at his home following 
surgery at Baker Memorial Hospital. 


Sim Sneider, a salesman with Homer’s 
Jewelry store, on Winter Street, Bos- 
ton, is conducting a series of eight 
lectures on “Gems and Jewelry”, as 
part of the University Extension 
courses of the Massachusetts Depart- 
ment of Education. 


Dieges & Clust, Inc., manufacturer of 
class rings and emblems, Providence, 
R. I., officially activated its new plant 








ENGLAND 


at Eddy and Public Streets on October 
2. An open-house marked the occa-. 
sion, and nearly 150 industrialists and 
trade associates attended the celebra- 
tion. The new building (seen in accom- 
panying photograph) affords. the 
growing concern more than three 





times the floor space it had in its 
former leased plant. Employment at 
the company has increased 30 per cent 
since the shift in location. 


S. Russakoff, jeweler of Skowhegan, 
Maine, took over a new building re- 
cently, two doors from his former lo- 
cation. 


I. B. Wilder, jeweler of Presque Isle, 
Maine, has leased a new store on Main 
Street of that town, and is remodel- 
ing it in the hopes of opening for busi- 
ness there before Christmas. 


Eugene Sanger has retired at the age 
of 91 from Sanger & Co., Boston man- 
ufacturers of trophies and emblems. 
He is the oldest living member of the 
Boston Jewelers Club. Sanger’s in- 
terests in the concern of Sanger & Co. 
have been bought out by Tom Wilson 
and Henry Weiler, both old employees 
of the company. The firm will con- 
tinue to operate under the same name. 


Thomas Finnerty, formerly an inside 
salesman with the Hub Material Co., 
Boston, is now traveling throughout 
New England for the firm. Edward 
Burns, recently returned from the 
U.S. Army, is taking Finnerty’s place. 


Myer Wolf, diamond setter, recently 
moved from 1005 Jewelers Building, 
Boston, to new and larger quarters in 
Room 404 of the same building. 


Scott Jewelry Co., with stores in sev- 
eral New England cities and head- 
quarters in Lowell, Mass., recently 
purchased Gerber’s Jewelry, in Holy- 
oke, Mass. The company plans to run 
the store under the Gerber name until 
sometime next year, when it will con- 
vert to the Scott name. 
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Executive Appointments 





William P. McWhinney has been 
named San Francisco division man- 
ager for the E. W. Reynolds Co., west 
coast wholesale jewelry firm. This 
followed the resignation of Gene 
Siekert from that post. For the past 
twenty years, McWhinney has been 
with the H. R. Basford Co., San Fran- 
cisco appliance wholesaler. His most 
recent position there was as corporate 
secretary and operations manager. 





Hahn 


McWhinney 


Jerome G. Hahn has been appointed 
director of advertising and sales pro- 
motion for Jacoby-Bender, Inc., manu- 
facturers of J-B Watch Bands for 
men and women. Hahn has been in 
the advertising agency business for 
over 10 years, having specialized dur- 
ing that time in jewelry advertising 
and merchandising. For the past four 
years he has been vice president in 
charge of merchandising and sales 
promotion for Ben Sackheim, Inc., a 
New York advertising agency. 


Lawrence P. Keeler, Jr., has been ap- 
pointed manager of gold filled sales 
for the D. E. Makepeace Co., divi- 
sion of Union Plate and Wire Co., 
at Attleboro, Mass. He was asso- 
ciated for fifteen years with his 
father at Pitman & Keeler, jewelry 
manufacturers in Attleboro, until the 
Keeler interests in the firm were sold 
recently. 





Janowiec 


Keeler 


Henry V. Janowiec has been elected 
controller of Elgin National Watch 
Co., it was recently announced. Jano- 
wiec is a native of Chicago, and has 
been associated with Webcor, Inc., 
of that city, since 1943. He held the 
position of Webcor controller from 
1952 to 1955, at which time he be- 
came the concern’s treasurer. 
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Earl J. Hadley has been named assis- 
tant advertising manager of the tele- 
vision-radio division of the Westing- 
house Electric Corp., in Metuchen, 
N. J. He succeeds D. J. Tell, who was 
recently promoted to the position of 
sales promotion manager. Hadley re- 
joins the division after an absence of 
two years. He had previously held a 
similar position at both the Sunbury, 
Pa., and Metuchen, N. J., plants. 


B. C. Helzberg, Sr., president of Helz- 
berg’s Diamond Shops, Inc., has an- 
nounced the appointment of Barnett 
C. Helzberg, Jr., as assistant-to-the- 
president. Helzberg, Jr., has served in 
various sales and administrative posi- 
tions with the firm since 1947, while 
completing his education at the Uni- 
versity of Michigan (class of ’56). He 
assumed his new position after re- 
turning from an extensive trip to 
Europe, which included visits to Euro- 
pean watch factories and diamond 
offices. Barnett, Jr., represents the 
third generation in the Helzberg firm, 
the business having been founded by 
his grandfather in 1915, and headed 
by his father since 1920. 


Three New 
Directors 
of 
Oneida, Ltd. 














John C. 
Townsend 


James J. 

Townsend 
At a recent Board of Directors meet- 
ing of Oneida Ltd. Silversmiths, three 
new directors were elected to fill cur- 
rent vacancies on the board. The three 
men are: Rhody R. Colway; James J. 
Townsend, and John C. Townsend. All 
three men (pictured above) currently 
hold prominent positions within the 
Oneida organization. Colway is cur- 
rently assistant to vice president and 
director of sales, Richard A. Bloom. 
James Townsend is manager of ex- 
port and chairman of the Kenwood 
Silver Co., Oneida’s British subsidiary. 
John Townsend is manager of the 
Special Products Division. 
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Ben Miller, jeweler, of 726 Sansom 
Street, was recently re-elected presi- 
dent of the Sansom Street Business- 
men’s Association. It is Miller’s fifth 
term as head of the organization. 


Harold Lazow,owner of Time Jewelers, 
8 N. 12th Street, has announced that 
his firm has inaugurated a budget and 
lay-away plan. At the same time, he 
stated that the firm’s 25th Anniver- 
sary sale, which began in September, 
will be continued throughout the 
Christmas holidays. 


John Farnan, a partner in Farnan’s 
Jewelry store, 101 S. 11th Street, re- 
cently accepted a position with Wool- 
cott Manufacturers, of Providence, 
R. I. Farnan is the firm’s sales repre- 
sentative in Pa., N. Y. and Washing- 
ton, D. C. 


A recent window display in J. E. Cald- 
well, Jewelers, at Juniper and Chest- 
nut Streets, featured the achievement 
awards that were presented to Kath- 
erine St. George, Mary T. Kehan and 
Katherine Dunlap, by the Business 
and Professional Woman’s Club of 
Philadelphia. The engraved silver 
bowls are Caldwell products. 


Bailey, Banks and Biddle, Jewelers, 
16th & Chestnut Streets, have en- 
larged their leather goods department. 
The firm held its semi-annual sale 
during September and October. 


Temple Wholesalers, 804 Sansom, held 
its annual Philadelphia Business Gift 
Show October 2 and 9. A buffet din- 
ner was served and door prizes were 
awarded both nights. Admission was 
by invitation only. 


John D. Enright, owner of Enright’s 
Jewelers, 117 S. 13th Street, has de- 
signed an unusual line of charms. 
Using a thin gold disc, Enright en- 
graves contemporary scenes in great 
detail, sometimes using a diamond or 
ruby chip to represent the moon or 
sun. He recently created a “This Is 
Your Life” bracelet for an anniver- 
sary gift. 


M. Argent, of M. Argent et fils, 
Jewelers, 50 S. 19th Street, made a 
recent trip to his homeland, Switzer- 
land, where he secured the sole dis- 
tribution rights in the United States 
for a new, unusual, Swiss-made bat- 
tery clock. The clock is reported to 
run up to 114 years on one battery, 
and can be produced of any material 
to suit any decor. 


The first Saturday Evening Post 
award for creating consumer demand 





























bas PHILADELPHIA 


in the current “Operation Cherub” 
promotion, went to Barr’s Jewelers 
and Silversmiths, 1112 Chestnut 
Street. Jesse Bellew, of the Post, 
made the presentation to Myer B. 
Barr, president of the firm. It has 
also been announced that the Norfolk, 
Va., branch of Barr’s recently re- 
opened after a complete remodeling. 


Jack McCall, manager of Huberman’s 
jewelry store at 29 S. 11th Street, 
hurried back from a vacation to take 
charge of the firm’s October sale. The 
sale marked the firm’s 51st anniver- 
sary. The three other Huberman 
stores, in Lebanon, Kensington and 
Camden, also observed the firm’s an- 
niversary. 


Eugene T. Jump, vice president and 
treasurer of J. E. Caldwell & Co., cel- 
ebrated his fiftieth anniversary with 
the organization on October 1. Jump, 
who will be 72 in February, entered 
Caldwell’s employ in 1906, afted grad- 
uation from Temple University. In 
1935, he was elected secretary of the 
company, and rose to his present po- 
sition in 1943. 


Byard F. Brogan, jewelry manufac- 
turer at 805 Sansom Street, was re- 
cently honored by the ANRJA for 
original designs in palladium jewelry. 


Wilbert Howey, a watchcase maker 
who operated a shop at 719 Sansom 
Street for 34 years, died October 4 in 
Jefferson Hospital. He was 68 years 
of age. He is survived by a son; a 
daughter and two brothers. 


Samuel C. Rosen, a salesman for Bond 
Jewelers in Philadelphia, died recently 
at his home. He was 65 years of age. 
He had also worked for Kimmelman, 
Sam Needleman and the Howard Bar- 
sky Jewelers of this city. Rosen is 
survived by his wife; a son; a daugh- 
ter and a sister. 





More Gold Imported Into U.S. 
Than Exported, During 1996 


The United States is again getting 
gold from foreign sources faster than 
it is sending the precious metal out 
of the country, reversing a trend of 
recent years. 

In the fiscal year ended last June 
30, the U. S. purchased $110.2 mil- 
lion more than it sold, while in the 
previous twelve months it had sold 
$322.6 million more than it had pur- 
chased. 
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Obituaries 





Ernest A. Jaccard, 81, president of 
the Jaccard Jewelry Corp. of Kansas 
City, Mo., died October 6 at St. Luke’s 
Hospital in Kansas City. Jaccard came 
to that city in 1902 as vice president 
of the concern, which had been started 
by his father in 1829 in St. Louis. The 
Kansas City concern under the Jac- 
card name was founded by his 
brothers in 1888. Ernest Jaccard is 
survived by two nephews, one of 
whom is executive vice president of 
the Jaccard concern; a niece, and a 
sister-in-law. 


George W. Scharbach, Sr., 89, former 
owner of Scharbach Jewelers in To- 
ledo, Ohio, died September 28 in Buf- 
falo, N. Y. Scharbach had been a 
resident of Toledo for 60 years prior 
to moving to Buffalo two years ago. 
He was employed by Osterman & 
Levey prior to his retirement 8 years 
ago. He is survived by his daughter; 
three grandchildren and eight great- 
grandchildren. 


Robert H. Bromberg, 55, president of 
Bromberg & Co., jewelers of Birming- 
ham, Ala., died September 29. He had 
been connected with the jewelry firm 
since his graduation from college. 
The firm came to Birmingham from 
Mobile in 1900. Robert Bromberg be- 
came president of the company in 
1946, when the firm was incorporated. 
In addition to his other social and 
civic activities, he was a past presi- 
dent of the Alabama RJA. He is sur- 
vived by his wife; two daughters; his 
mother; three brothers and _ seven 
grandchildren. 


Everett Mayer, 48, vice president of 
Longines-Wittnauer Watch Co., Ine., 
died October 10. Mayer was vice 
president in charge of the Vacheron- 
Constantin & LeCoultre Division of 
the watch concern. He had been with 
Longines-Wittnauer since 1937, and 
active in the watch industry since the 
age of 17. He is survived by his wife; 
two sons; a daughter; a sister and a 
brother. 


Richard H. Clayton, 80, retired gold- 
smith, died October 6 at his home in 
Jersey City, N. J. He had been a resi- 
dent of the city for the past 20 years. 


Edward F. Maas, 83, founder of the 
former Edward Maas Engraving Co., 
died October 2 after a long illness. 
Maas was a lifelong resident of Mil- 
waukee, Wis., and operated his en- 
graving business from 1892 to 1955, 
when he retired. He is survived by 
his wife; two sons; three daughters 
and a sister. 
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Emil F. Warncke, 67, retired jeweler 
and watchmaker of St. Louis, Mo., 
died September 30 following surgery. 
Warncke had been in business as a 
jeweler-watchmaker for 41 years, in 
the old Equitable Building in St. 
Louis. He is survived by his wife; a 
daughter; three brothers and a sister. 


Jay Harold Simon, 49, former man- 
ager of Hurst’s Diamond Shop in 
Waco, Texas, died September 28. Prior 
to his position with Hurst’s, Simon 
had operated the jewelry department 
of the Davidson Furniture Co. He had 
lived previously in San Diego, Calif., 
where he was advertising manager for 
a jewelry firm. He is survived by his 
wife; a son; his parents; a sister and 
a brother. 


Alfred J. Goetz, 71, retail jeweler of 
Los Angeles, Calif., died September 
28. He is survived by his son; a 
brother; a sister and three grand- 
children. 


Alva McCormick, 76, retired jeweler 
of Bethesda, Ohio, died September 26 
following a long illness. McCormick 
retired from business 6 years ago. 


David C. Percival, 86, president of 
D. C. Percival & Co., wholesale jewel- 
ers of Boston, Mass., died October 2. 
He joined his family’s jewelry busi- 
ness in 1892 after graduating from 
Harvard College and attending Har- 
vard Law School for a year. He be- 
came president of the concern in 1913. 
He was a former director of the FE. 
Howard Clock Co., and president of 
the Crosby Building Co., Boston. He is 
survived bv his wife; five children; 
eight erandchildren and six great- 
grandchildren. 


Cornelius Forsyth, 37, of Dallas, 
Texas, died October 1 while visiting 
his father in Cleburne, Texas. He was 
employed as a watch repairman in 
Dallas with Bourquin Jewelers. He is 
survived bv his father; his  step- 
mother, and two brothers. 


Mrs. Alex Olson, 65, who operated a 
jewelry store in Buffalo, N. Y.. for 
30 years with her late husband, died 
September 13. Mrs. Olson came to 
Buffalo in 1921 from Poland. She is 
survived by a son and six daughters. 


Frederick W. Roedel, 70, jeweler of 
Utica, N. Y., died September 20. He 
was a member of the executive board 
and finance committee of the New 
York State RJA, 9s well as a past 
president of the organization. 
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AKE MORE 
MONEY! 


Easy-selling NASH ... 


LIFETIME GUARANTEED 


Cigarette Lighters 
DYNAFLEX Sparkling Action—No extra cost 
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Serving America's greatest names in the 
jewelry field through authorized distributors: 


Acme Jewelers’ Sup. Co., Detroit 
Advance, Washington, D. C. 
|. Alberts’ Sons, Boston 
Biankinship-Porter Co., Birmingham 
Cobron Co., New Orleans 
Colman Bros., Cleveland, 0. 
Fried & Field Co., San Francisco 
Friedman-Gessler, Los Angeles 
Stanley 0. Jacobs, Los Angeles 
Jewelers’ Sup. Co., Atlanta 
M. A. Lumberd Co., Des Moines 
Marv Minzel Company, Seattle 
Harry Nest & Co., Detroit 
The Nest Co., St. Levis 
Burton M. Reid, Springfield, Ill. 
Southland Jewelers’ Sup. Co., New Orleans 
Samuel Weinhaus & Co., Pittsburg 
Woodstack-Hoefer, Kansas City 
Young-Neal Co., Nashville 








You make more sales with these low-in- 
price, high-in-good-looks cigaret iighters— 
you gain lasting goodwill of customers. The 
phenomenal success of NASH Superior 
aneonei Automatic Lighters is a matter 
record. 











Sola exclusively through wholesale distributors 
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CHRISTMAS SALES 


with 
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119 Edison Pil.. Newark 5. N. J. 
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The recent meeting of the Illinois 
Watchmakers Association featured 
“Hermes Sonic,” the ultra-sonic 
watch-cleaning machine. H. Berman, 
long associated with the New Hermes 
Engravograph, presented the latest 
information on the science of “silent 
sound” and its application to create 
what is called “the most effective 
cleaning method known.” The meeting 
of the group was held at the Blue 
Note at 3 North Clark St. 


The Golden Roosters annual stag has 
been scheduled for November 8 at the 
Congress Hotel. New members will be 
initiated at this time. There will also 
be a pledging of funds to support the 
Division Street YMCA Camp Chan- 
ning Fund. This summer camp fund 
for under-privileged children is fully 
supported by the Golden Roosters. 


Mr. and Mrs. Mitchell J. Dimand, 119 
S. Wacker Drive, left in mid-October 
for the east, to look over the coming 
spring lines. Frederick M. Gottlieb, of 
55 East Washington Street, and his 
son Robert, also spent part of October 
visiting their New York offices and 
surveying the general market. 


About 25 prominent leaders of the 
jewelry industry were entertained re- 
cently at a cocktail party and stag 


oe ae 


Oak Park, Ill.—A dinner for dealers 
in the Chicago area who carry the 
Ernest Borel Watch line, was given 
on September 12. 

The affair was arranged by Ed 
Johnson, Chicago representative for 
Borel, to give the dealers an oppor- 
tunity to meet Robert Bollier, Borel 
sales manager, and Franz Winklhofer, 
Borel’s liaison man between Switzer- 


CHICAG 
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Dinner Given for Borel Watch Dealers a Chicago Area 





dinner given by Mr. and Mrs. Bernard 
Zell, of Jacoby-Bender, Inc. The party 
took place at the Zell home in High- 
land Park. 


Condolences are extended to Milton 
Axelrod (executive vice president of 
Pakula & Co., 218 S. Wabash Ave.) 
and his family, on the death of his 
mother late in September. Mrs. Axel- 
rod, in her mid-70’s, had been ailing 
for years. 


Members of the trade also extended 
their condolences to the family of Jack 
Wittgren, 73, of 1400 Lake Shore 
Drive, who died late in September in 
St. Luke’s Hospital. Wittgren was 
considered one of the foremost ap- 
praisers of diamonds and precious 
stones, and was president of Jack 
Wittgren & Co. The firm has outlets 
at 5 North Wabash Ave. and 544 East 
79th Street. Wittgren is survived by 
his wife, Frieda, and his son, Jack Jr. 


Congratulations to the Jewelers Club! 
They have finally had their pool-table 
re-covered. 


Best wishes for a quick and complete 
recovery go to Alvin Lauschke, of 
Handy & Harmon, 55 East Washing- 
ton Street. He entered the hospital on 
(Please turn to page 151) 


























land and the United States. 

Messrs. Bollier and Winklhofer 
(seated at center table with Ed John- 
son, in above photograph) conducted 
an interesting and informal question- 
and-answer period following the din- 
ner, during which time the dealers 
present raised numerous points con- 
cerning watch merchandising and gen- 
eral problems of jewelry stores. 
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Elgin Chooses Winners of Watch Designing Contest from 
Over 500 Entries; Tailoring and Readability Emphasized 


Elgin, I1l.—Six winners have been selected in the model design studio project 
sponsored by the Elgin National Watch Co. at the national jewelry shows in 
Chicago and New York last summer. 

The winners are: Jack Golde, Huntington Park, Calif.; Wesley E. Ashland, 
Zion, Ill.; H. L. Greenberg, Omaha, Neb.; William E. Leach, Philadelphia, Pa.; 
W. R. Wooddell, Beckley, W. Va., and Allan L. Stevens, Salem, Ore. 

A. L. Rowe, Elgin vice president in charge of marketing, said that the project 
was “a tremendous success,” since over 500 designs were submitted for con- 
sideration. 

The designs submitted emphasized a trend toward more tailored watches for 
men, including many direct-reading designs and generally thinner cases. 

The sketches for women’s models indicated a continuing desire for petite 
watches, but with increased readibility of the watchface. 


Top row (left to right): the shield-shaped case of the first watch, designed by 
W. R. Wooddell, has room on it for the owner’s initials. The brushed gold 
finish of the case is carried out on the sterling silver dial. The unique way the 
cord is used on the second model shown, designed by Allan L. Stevens, impressed 
the judges with its originality and simplicity. They termed it an outstanding 
example of good design, and Nelson Ewing, Elgin design director, said, “. . . 
the idea is a simple one, but it’s one that even the professionals didn’t think 
of.” The tailored face of the third watch shown, which has a brushed sterling 
silver dial, is in marked contrast to the antique roman numerals etched into 
the bezel. The unusual end-pieces carry out the theme of the dial. It was 
designed by Wesley E. Ashland. 


Bottom row (left to right): Although it is invisible in the picture, a high- 
domed crystal of fine glass is a unique feature of the fourth watch, designed by 
Jack Golde. The dome cuts distortion of the markers appreciably, even under 
bright lights, making the watch extremely easy to read. The fifth model 
emphasizes simplicity of line and repetition of circular form. The watch has 
a concealed stem located in the upper end piece. The designer, H. L. Greenberg, 
also suggested the faceted edge on the crystal. The highly-lapped surface of 
the case in the last model shown, which was designed by William E. Leach, 
presents a contrast to the brushed surface of the highly styled dial. The 
contrasting theme is carried out in the solid-looking crystal, which imparts a 
sense of massiveness to the entire watch. The case was turned from a solid 
bar of 14-karat gold, and is heavier than a production model would be. 
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Selling Committees creates 
profitable "Group Business''! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
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Best Jewelers, located in Zanesville, 
Ohio, at the Country Fair Shopping 
Center, recently celebrated its first 
anniversary. Harold Young, the store’s 
manager, expressed his gratitude for 
the patronage the store has enjoyed 
during its first year. Best Jewelers 
have two other stores, one in Dover, 
Ohio and the other in Monroeville, Pa. 


Mr. and Mrs. Charles W. Zoellner, of 
Portsmouth, Ohio, recently celebrated 
their golden wedding anniversary. 
Zoellner is semi-retired, after having 
been in the jewelry business for over 
35 years. 


Charles E. Haberman, president of 
Haberman Sales Co., Cincinnati, Ohio 
wholesale firm, is convalescing follow- 
ing an appendectomy. 


Donald Axelrad, formerly of New 
York, has been appointed mid-western 
sales representative for Chic Leather 
Goods Manufacturing Co., of Cincin- 
nati. 


Concluding its golden anniversary 
celebration, the Traub Manufacturing 
Co., Detroit, Mich., makers of Orange 
Blossom wedding rings, recently hon- 
ored the Heesen-Hascall Co., Toledo, 
Ohio jewelers. Heesen-Hascall is the 
nation’s oldest Orange Blossom dealer, 
having begun featuring the line in 
1905. Members of both firms gathered 
at the Toledo Club in honor of the 
occasion. Seen in the accompanying 
photograph is Clarence W. Smith, ex- 
ecutive vice president of Traub, pre- 
senting a plaque to George W. Heesen, 
president of Heesen-Hascall. The 
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plaque bears a gold replica of the 


first Orange Blossom wedding ring, 
and an inscription which reads: “Pre- 
sented to the Heesen-Hascall Co., in 
Appreciation of a Long Time Friend- 
| ship.” 





MID-WEST 













The Michigan Horological Association 
held a special meeting on Sunday, 
October 14, at the Lansing Civic Audi- 
torium, Lansing, Mich. An open board- 
meeting began the day’s activities, 
and the afternoon conclave featured 
speeches by Arthur F. Beck, executive 
secretary of the Horological Institute 
of America, and Richard O. Cook, as- 
sistant executive vice president of the 
Michigan Retailers Association. 


Payne’s Jewelry, Durant, Mich., re- 
cently held its grand opening. During 
the opening ceremonies, which lasted 
for two days, prizes were given away 
and all ladies’ rings were cleaned and 
checked free of charge. 


The Indiana Jewelers Association re- 
cently completed the formalities of 
incorporation under the state’s not- 
for-profit statutes. All officers and di- 
rectors of the old association accepted 
reassignments as officers and directors 
of the new corporation. One director 
was added, bringing the total to fif- 
teen. The new director is James T. 
LaFortune, of South Bend, Ind. 


A number of Indianapolis, Ind., jewel- 
ers gathered on the campus of Butler 
University on October 8, to hear a 
presentation of “Operation Cherub.” 
The presentation was made by Milton 
S. Holz, advertising director of the 
Jewelry Industry Council. 


Barney’s Quality Jewelers, Indianap- 
olis, Ind., has begun an expansion 
program which will add 660 square 
feet to the firm’s present quarters. 


William J. Maloney has taken over 
the ownership and operation of Por- 
ter’s Jewelry store, in Portage, Wis. 
The name of the store has been 
changed to Jon’s Jewelers. 


Chastan Jewelers has opened in 
Menomonie, Wis. It is located at 420 
Main Street, and is operated by 
Joseph D. Chastan, formerly of 
Keewatin, Minn. 


William M. Kitsis, of Mason City, 
Iowa, has been named manager of the 
Helzberg’s Jewelry Store in that city. 
He succeeds Samuel Goiding, who was 
appointed manager of the Helzberg 
store in Kansas City. 


Arthur Leach has opened a new jewel- 
ry and watch-repair store in Manson, 
Iowa. The store is located in the Love 
Building, a former post-office, on Main 
Street. Originally from Missouri Val- 
ley, Leach has 7 years’ experience in 
the jewelry business. 
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Ike Will Not 
Lower Watch Tariff 
(from Page 129) 


reason at this time to reopen the es- 
cape clause action which resulted two 
years ago in an increase in the duty 
on imports of watches. The President’s 
decision means that the increased rate 
of duty established in July 1954, as a 
result of escape clause action, will 
continue to apply without reduction or 
other modification. 

“The President’s action was taken 
after various departments and agen- 
cies of the Executive Branch had been 
consulted. ... The (Tariff) Commis- 
sion’s report was submitted to the 
President on July 25, 1956.” 


Swiss deplore protectionism 


As the White House was issuing the 
President’s decision, the Swiss Min- 
ister of Economic Affairs told the 
Federal Parliament of his country that 
“exaggerated protectionist measures” 
to shield American watch manufac- 
turers were “casting a shadow” on re- 
lations between Switzerland and the 
United States. 

Dr. Thomas Holenstein gave Parlia- 
ment a detailed report on American 
tariff measures and antitrust suits di- 
rected against the Swiss watch in- 
dustry. 

“This series of coordinated meas- 
ures,” he said, “evidently pursues a 
single aim: to place the greatest pos- 
sible obstacles in the way of our watch 
exports.” 

(Swiss watches constitute the na- 
tion’s major export industry, and the 
United States is the largest purchaser 
of Swiss watches.) 

If the American watch industry 
really needed tariff protection, Dr. 
Holenstein said, other methods should 
be possible than “choking the imports 
from a small country to whom the 
watch industry is of vital importance. 


“It must be stressed that Switzer- 
land has neither the capacity nor the 
desire to monopolize the American 
watch market. 

“On the contrary, we would be happy 
to see the American watch industry 
achieve healthy and prosperous condi- 
tions, permitting it to face a free mar- 
ket, without resorting to exaggerated 
protectionist measures which are im- 
peding the harmonious development of 
both industries and are casting a 
shadow on our traditionally friendly 
relations with the United States.” 

A spokesman for the Watchmakers 
of Switzerland in New York said that 
this statement by the Swiss official 
constituted the only reply available at 
this time to the presidential decision. 





Named Certified Gemologist 


Milwaukee, Wis.—T. G. Volkert, of 
Bloedel’s, Inc., has been granted the 
title of “Certified Gemologist” by the 
American Gem Society. 
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ODM ‘Essentiality’ Study 
Of Watch Industry Delayed 


Washington, D. C.—The Office of De- 
fense Mobilization’s study of the “es- 
sentiality” of the domestic watch in- 
dustry, and whether it is being, or is 
in danger of being, damaged by for- 
eign imports, will not be completed 
until the end of November or the early 
part of December, ODM Chief Arthur 
S. Flemming has been told. 

George B. Beitzel, a Pennsylvania 
manufacturer who is conducting the 
watch study, has said he will need 
at least all of November to complete 
it, according to an ODM spokesman. 


When Flemming receives the report 
from Beitzel, he will give it to an in- 
terdepartmental committee for review 
and comment, and then will hold pub- 
lic hearings. 

The Beitzel study was originally 
due to be completed by September 1, 
but has been repeatedly delayed. It 
will probably not be made public until 
after the interdepartmental commit- 
tee has studied it, Mr. Flemming says. 
He adds that his final report to the 
President following the hearings will 
not be made public, unless the Presi- 
dent decides to issue it when the final 
decision is made. 


The report and hearings are being 
made under Section 7 of the 1955 
Trade Agreements Extension Act, 
which permits the President to take 
action to limit or stop imports when 
he finds they are damaging. or threat- 
ening to damage, a U. S. industry 
“essential” to a future war effort. 
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Ten Women Receive Title of 
‘Registered Bridal Consultant’ 


Rock Island, Ill—The National 
Bridal Service, Inc., an organization 
of retail jewelers in the United States 
and Australia which conducts an or- 
ganized educational program for 
bridal consultants, has conferred the 
first ten titles of “Registered Bridal 
Consultant” upon women throughout 
this country. 


The ten women to receive the titles 
are: Mrs. Joe Foster, of Capps Jew- 
elers, Athens, Georgia; Mrs. Priscilla 
Goodrich, Moon Jewelers, Tallahassee, 
Fla.; Miss Mary Henri Lennon, King- 
off Jewelers, Wilmington, N. C.; Miss 
Mary McManis, M. W. Davis Jewelers, 
Las Vegas, Nev.; Mrs. Lee Roy 
Brehmer, Brehmer Jewelers, Kerr- 
ville, Texas; Mrs. Esther Manley, 
Crescent Jewelers, Fargo, N. Dakota; 
Mrs. Royce Baker, Murphy Jewelers, 
Magnolia, Ark.; Mrs. Laura Malcalm, 
Frazee Jewelers, Parkersburg, W. 
Va.; Mrs. Elizabeth King, Alexander 
Jewelers, Vineland, N. J., and Mrs. 
Ruth Huff, Huff’s Jewelers, Roswell, 
New Mexico. 
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It was recently announced that Mr. 
and Mrs. Orin Evans, who have oper- 
ated the Evans Cafe on Broad Street, 
Winder, Georgia, have closed the cafe 
and are having the building remodeled 
preparatory to opening a modern jew- 
elry store at the same location. 


Crown Jewelers, in Carthage, N. C., 
opened for business recently. The 
owner is Tommy Geschwind, who 
overates “The Glitter Box” stores ir 
Southern Pines and Aberdeen, N. C. 
Crown Jewelers is under the manage- 
ment of Frank Hegler. 


Greenman Jewelers, Inc., has opened 
for business in Charlotte, N. C., under 
the ownership and management of 
Mr. and Mrs. Charles Greenman. The 
store features a watch and jewelry 
repair service and an engraving ser- 
vice. The Greenmans have been in 
the jewelry business for 30 years. Mr. 
Greenman was recently manager of a 
downtown-Charlotte jewelry store. 


The Baltimore Mineral Society won 
the “best of show” trophy in the min- 
eral division of the Gem and Mineral 
Show held in Baltimore last month 
under the auspices of the Eastern 
Federation of Minerological and Lapi- 
dary Societies: The Gem Cutters Guild 
of Baltimore, which won first prize in 
the lapidary division at the Washing- 
ton show last year, did not compete, 
since it was the host organization. 
Nine of its members won individual 
ribbons, however. Among the Federa- 
tion’s newly-elected officers are: Mrs. 
Elsie Kane White, (of the Gem Cut- 
ters Guild), secretary; Paul E De- 
sautels (past president of the Balti- 
more Mineral Society), vice president. 


Castelberg’s, one of Baltimore’s oldest 
jewelry firms, recently opened a new 
store at 2044 Mondawmin Mall, in one 
of the city’s newest shopping centers. 
The store is the concern’s third outlet, 
the others being at Lexington and 
Park, and at 3412 Eastern Avenue. 


The Stieff Company, goldsmiths, sil- 
ver-smiths and jewelers, have opened 
a new branch store in the Eastpoint 
Shopping Development, Baltimore. 


The Jewelers Association of Baltimore 
held a dinner and business meeting 
September 26 at the Wedgwood Room 
of the Emerson Hotel. Each member 
of the association was entitled to a 
free dinner. Speakers on the evening’s 
program were Alvin Levine, of Foote, 
Cone & Belding, representing the 
Watchmakers of Switzerland, and 











SOUTH 


John Weidman, of the Saturday Eve- 
ning Post. Levine showed films of 
Switzerland to the group, and Weid- 
man made an “Operation Cherub” 
presentation. The association’s mem- 
bers were so impressed by the Cherub 
program that they decided to organize 
a concerted local drive under the 
Cherub banner. Members of the asso- 
ciation were then assessed in order to 
create a working fund for the drive. 


Arthur W. White has purchased the 
firm of Paul E. Crosby, Jeweler, in 
Spartanburg, S. C. Crosby, who estab- 
lished the business in 1912, will eon- 
tinue to assist in the operation of the 
business, which will retain its old 
name. White was formerly with Kosch 
& Grey Jewelers in Spartanburg. 


Mr. and Mrs. L. H. Kinard have opened 
a new jewelry store at 26 E. Washing- 
ton, Orlando, Fla. Larry Kinard, a 
30-year Oneida employee (he retired 
from the firm last June), served as 
District Manager in Atlanta, Ga., for 
many years, and then was transferred 
to New York City, where he held the 
post of Oneida Office Manager. While 
in Atlanta, Kinard was one of the 





Johnnie K. 


Larry K. 


organizers of the Southern Jewelry 
Travelers Association, in which organ- 
ization he served as president for one 
year, and then as chairman of the 
board of directors. Mrs. Kinard, better 
known as Johnnie, has been an Or- 
lando resident since 1922. She is 
Florida’s first registered woman jew- 
eler, and has had many years’ experi- 
ence as buyer and manager of one of 
Central Florida’s largest jewelry 
stores. The Kinards had their grand 
opening September 10. 





Michigan RJA Keeps Officers 
Detroit, Mich.——The Michigan Re- 


tail Jewelers Association has _ re- 
elected the following officers: 
Tom Fox, Fox’s Jewelry, Grand 


Rapids, president; E. E. Berndt, E. 
E. Berndt Jewelers, Adrian, vice- 
president; Ervin Yoas, Yoas Jewel- 
ers, Monroe, secretary-treasurer. 
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Belgian Baseballers Beam 


. Ve , 


THE HAPPY GRINS are on the faces of the members of the Belgian baseball 
team, as they receive the Antwerp Diamond Cup after recently defeating Hol- 


After Defeating Dutch Team 


land’s national team, 4-1. The cup was donated by Joachim Goldenstein, diamond 


exporter. In the picture, Leon Van Tongerloo, president of the Belgian Baseball 


Federation, presents the trophy to team manager Charles Deleener. 





Gem Reproductions at Opening 


Cincinnati, Ohio—Reproductions of 
famous diamonds, including the Hope 
Diamond, the Cullinan I, the Kohinoor 
and others, were featured at the grand 
opening of the Frank Herschede Co. 
store in the Kenwood Plaza Shopping 
Center recently. 

The store is the Herschede Co.’s 
second suburban location, the other 
one being at 3440 Edwards Road. The 
company’s main store is at 8 West 
Fourth Street. 
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Henry Davidson’s Employees | 
Honor Him on 80th Birthday | 


New York City—Henry Davidson, | 
the head of Henry Davidson & Sons | 
Jewelry Co., Inc., celebrated his 80th | 
birthday September 21. In honor of | 


the occasion, he was presented with | 


a plaque by his employees. 

The manufacturer of 
rings was born in Lithuania, and has 
been in the U. S. for 67 years, 65 of 
which have been in the jewelry in- 
dustry and 62 specifically in the 
ring business. 

Davidson is active in the National 
Conference of Christians and Jews. 


He is a great grandfather (twice) | 
and boasts a family of two sons, two | 


daughters and four grandchildren in 
addition to the two great grand- 
children. 











“Dason” | 











Se, 
= 

Since 1890 

World’s Most Complete 


Selection of 





Sports and Technical 


TIMERS 


THROUGH YOUR WHOLESALER 


Write for the Latest 


RACINE CATALOG 
Featuring Timers and 
Chronographs for Every 
Sport and Technical Use 
_ 


* GUINAND TIMERS 
* GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


ylists in Fine Timers S 


20 WEST 47th STREET. NEW YORK 36. N. Y 











SeMexX 


gives yOu a 
GIFT 
CERTIFICATE 
KIT 


to sell every item 






in your store! 


HURRY! SUPPLY LIMITED! WRITE TODAY 
FOR DETAILS! NO OBLIGATION 





. }. 
RATION, Union, N. 
TO: THE GEMEX — my own gift cer 


e 
Tell me how | weg ned Gemex. 


tificate program be 
Wholesaler ———_ 
ne 
—- 


Your Nane_____—_————_—_ 


RE en 


State ____—_— 


cty_____—-——__ 















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 



































Importers of 
ENGLISH CHINA 


is) 2 and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., 
149 5th Ave., New York 10, 
AL. 4-0104 










INC. 
N.Y. 



























WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 






























MARY RYAN ‘sccessones 


FURNITURE 






GIFT AND ART 
NOVELTIES 





225 Fifth Avenue, New York 
Merchandise Mart, Chicago 




















s, 
~. 





The cutting of the “Star of Arkansas” 
—the 15-carat diamond found by a 
Dallas housewife—was completed re- 
cently by the diamond-cutting house 
of Shaenk and Van Naeton, Inc., New 
York City. The stone was subsequently 
displayed at a meeting of the Dallas 
(Texas) Gem and Mineral Society and 
then at the downtown-Dallas store of 
the Arthur A. Everts Co. It is sched- 
uled to be shown at leading jewelry 
stores in most of the leading cities of 
the United States. 


Thomas Cave, a veteran New Orleans, 
La., silversmith, died recently at his 
home. He was 73 years of age. He was 
the founder of the Art Metalcraft 
Works in Louisiana 35 years ago. His 
son, Harry Cave, will continue the 
business. 


John R. Joseph, San Antonio, Tex., 
wholesale jeweler, has moved from 615 
N. St. Mary’s into his own building at 
314 W. Grayson St. 


The McCary Jewelry Co., 410 Milam 
St., Shreveport, La., has been incorpo- 
rated with a capitalization of $50,000. 


Taylor Brothers’ Jewelers, Greenville, 
Tex., has acquired the services of a 
new salesman. He is Lloyd Deaton, 
who will work in all departments of 
the store. 


Battlestein’s, of Houston, Tex., has 
added a fine-jewelry department. Jack 
Weiss and Norman Veta are in charge. 
Earl Rosenblum has been named to 
head the store’s watch and jewelry re- 
pair service. He has been associated 
for the past 11 years with one of 
Houston’s leading jewelers. 


Hartoon’s Jewelry, Tecumseh, Okla., 
has moved into a new building at 
109% N. Broadway. The new building 
is completely air conditioned. 


Cheek Jewelers, Sallisaw, Okla., fur- 
nished the costume jewelry worn by 


SOUTHWEST 






















local models in Sallisaw’s first full- 
scale style show recently. 


John E. Holtzclaw, jeweler of Alva, 
Okla., was among eleven new directors 
elected to the Alva Chamber of Com- 
merce. 


Damron Jewelers, Elk City, Okla., re- 
cently celebrated its sixth anniversary 
by holding a 10-day sale. The store is 
operated by Harold Damron. 


E. T. Tucker, of the Tick Tock Jewelry 
Co., McAlester, Okla., and secretary- 
treasurer of the Oklahoma RJA, par- 
ticipated in a watch-designing project 
conducted by Elgin during the ANRJA 
Jewelry Show in New York. While at 
the show, Tucker designed a watch, 
and submitted the design to Elgin for 
consideration. 


Peacock Jewelers, Gray’s Jewelry and 
King’s Jewelry, all of Tulsa, Okla., 
have joined with eighty other Tulsa 
firms to form “Downtown Tulsa Un- 
limited.” The group has set up fifteen 
committees and approved a budget of 
more than $50,000 for promotional 
activities “to assure the continued 
good health of the downtown area,” 
and to stimulate trade. 


Rosenfield’s Jewelry Co., one of Okla- 
homa’s larger jewelry firms, has es- 
tablished a new store in Enid, Okla., 
located at 206 W. Randolph. The 
store’s manager is Angelo Antinoro, 
who has been associated with several 
branches of the Rosenfield organiza- 
tion for the past 15 years. 


The Arizona RJA held its annual con- 
vention Sunday, October 21, at the 
Desert Hills Hotel, Phoenix, Arizona. 
Mal Straus, of Bliss Jewelers, was in 
charge of arrangements; Pete Smolak, 
of Rogers Jewelers, in charge of the 
program; Newton Rosenzweig, of J. 
Rosenzweig & Sons, handled publicity. 





Must Pay Tax on Lost Items 


Washington, D. C.—The Internal 
Revenue Service ruled recently that 
if a jeweler loses a customer’s article 
of jewelry, fur or luggage, and re- 
places it with another taxable article, 
the replacement is subject to the re- 
tail excise tax. 

In its ruling (#56-488), IRS says 
that when a taxable article owned by 
a customer is lost, destroyed or stolen 
while in the possession of a retailer, 





the replacement by the retailer witha 
taxable article “constitutes a separate 
and distinct taxable transaction.” 

In such cases, under the new ruling, 
the retailer is liable for reporting and 
paying the tax on the basis of the 
monetary value of the customer’s 


claim against him, plus any additional 
amount paid by the customer for the 
replacement. If the lost article has no 
set monetary value, the basis for the 
tax is the retail price of the replace- 
ment article. 
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Chicago News... 
(from page 144) 


October 10 for minor surgery, expect- 
ing to be back on the job again in a 
few weeks. 


The fact that occasionally something 
goes astray in the frantic rush of edi- 
torial activity is unfortunate, but 
seemingly inevitable. That such a slip 
Should have occurred in connection 
with the publishing of the story of the 
Chicago Jewelers Association’s annual 
golf outing is particularly regret- 
table, because it concerns so many of 
JC-K’s good friends. 


The outing was held in mid-July at 
the Elmhurst Country Club, and fine 
summer weather gave the 175 golfers 
among the 234 members and guests a 
chance to display their best forms. 
After dinner, a total of 116 prizes 
were distributed to golfers and non- 
golfers. Seen in the accompanying 
photograph, engaged in the happy 





chore of giving out the gifts, is Doc 
Wilson, chairman of the golf commit- 
tee, with Alvin Lauschke, the associa- 
tion’s president, seated nearby. The 
success of the day’s festivities were 
due largely to the work of Doc Wil- 
son, Mrs. Rita Arthur, and their com- 
mittee, consisting of Leonard Crane, 
Al Greene, Ed Griffin, Adolph Gundee, 
Bob Jones, Dave Newman and Vince 
Newman. 








JC-K Booklet Designed 
To Aid Christmas Help 


The editors of JEWELERS’ CIR- 
CULAR-KEYSTONE have pre- 
pared a new 32-page booklet en- 
titled “Fitting Into the Selling 
Picture,” especially for the indoc- 
trination of extra Christmas help. 

This booklet provides the basic 
selling facts on diamonds, watches, 
silver and all other staple jewelry 
store lines. It is being made avail- 
able at 50 cents a copy as another 
JC-K service to the trade. 

Write: THE JEWELERS’ CIR- 
CULAR-KEYSTONE, Chestnut & 
56th Sts., Phila. 39, Pa. (Handy 
Coupon for ordering on page 97.) 
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New York News... 
(from page 139) 


meeting featured the planning of a 
Fall advertising campaign for the 
association’s jewelers; planning the 
group’s annual Halloween Ball, and 
installing new officers. The newly- 
installed officers are: Maurice Teible, 
president; Chet McCawley, vice presi- 
dent; Grace Massman, _ treasurer; 
Dave Arnold, corresponding secretary, 
and Max Sugarman, recording. 


Anthony Berbetta, manager of Wil- 
son’s Leading Jewelers, Northern 
Lights, N. Y., has been elected presi- 
dent of the Northern Lights Mer- 
chants Assoc. 


The new Ray Jewelers in Corning, 
N. Y., had its official opening re- 
cently. Samuel Salsburg and Charles 
Michlosky, owners of Ray Jewelers, 
Inc., announced that the store has 
been completely decorated, and new 
fixtures and merchandise installed for 
the opening. Walter Bulas, of Elmira, 
a part owner of the Corning store, is 
the manager. He is assisted by Martin 
Kramer. 


Flavin’s Jewelry Store, at 109 S. 
Tioga Street, Ithaca, N. Y., recently 
opened for business. David Flavin, the 
proprietor, has been associated with 
various Ithaca jewelry firms for 28 
years. He is a member of the Ameri- 
ean Gem Society, and is featuring 
personal service on diamond settings, 
engravings, and jewelry and watch 
repair. 


Clinton G. Fowler, jeweler and optom- 
etrist in the village of Canastota, 
N. Y., since 1903, retired from busi- 
ness on November 1. With the excep- 
tion of a 9-year period, Fowler has 
been at the same location since 1903. 


Ray’s Jewelers, Watertown, N. Y., has 
been purchased by Walter Furgal 
from Sidney P. Mantell. Furgal is a 
native of Utica, N. Y. He came to 
Watertown in 1951, and has been in 
the jewelry business since. He is a 
watchmaker by trade. 





San Francisco Conference 
Held by Gensler-Lee Chain 


San Francisco, Calif.—Over 100 
members of the Gensler-Lee organ- 
ization attended an all-day confer- 
ence held at the Sir Francis Drake 
Hotel, Sunday, September 9. 

The program included addresses 
by Ralph C. Lee and G. J. Gensler, 
the founders of the business, as well 
as a film by de Beers, called “A Dia- 
mond is Forever.” 

Gensler-Lee operates 23 stores in 
the state of California. 
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ting of rubber 
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STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
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up and heights 
2%” up. Rub- 
ber sprue bases 
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WAXES 


Waxes to meet 
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CRUCIBLES 
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Platinum casting 
crucibles for all 
standard jewelry 
casting units. 
Crucibles also 
available for 
melting. 
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Write for CATALOG #52 
and new casting supply 


We can offer you prompt deliv- 
ery on our complete line of cast- 
ing supplies including equipment 
materials and accessories. You'll 
save time, paperwork, and money 
when you utilize our complete 
one source of supply. For com- 
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WE INVITE 
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JEWELRY 
STORES 
WHO HAVE PROBLEMS 


Want to turn surplus stock into cash, 
poy off debts, settle an estate, or, per- 
aps sell your business for cash? WE 
CAN HELP. A fact substantiated by our 
35 year record of successful 


FLAT or AUCTION 
SALES 


OR A COMBINATION OF BOTH 








WE GUARANTEE 
100¢ ON THE $-PLUS FOR YOUR STOCK 
@ Your reputation will be guarded @ You 
will have a more popular store after sale 
@ Your business will be permanently in- 
creased @ We will interview you at our 


expense @ We specialize in buying stores 
for cash. 
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COLMES « BRILL 


Auctioneers 


45 W. 45th St., N.Y.C._—JU 6-2334 
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%& (See designs in this issue on page 50) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St., New York 36 
Judson 6-0697 














ANTIQUES ore sox 
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Wanted to buy: Silverware—Gold and plated 
jewelry—old costume jewelry. Watches—move- 
ments — watch bands, any kind, any type, in 
any condition. Diamonds—any kind or size. 
Gems and semi-precious stones. Gold Scrap— 
Platinum—filled and plated scrap. No consign- 
ment too large or too small. Our check sent 
immediately. Your consignment will be held 
intact for 10 days, subject to your approval of 
our check. References: Whitney National Bank 
Morgen Branch, New Orleans, La.;: National 
Jewelers Board of Trade: Dun and Bradstreet. 
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Arthur S. Reinherz has been appointed 
Western representative of the Uncas 
Manufacturing Co. of Providence, R. I. 
Reinherz has been secretary and as- 
sistant treasurer of the company for 
the past 12 years. 


Robert Dyskant has been named Cali- 
fornia and Nevada representative for 
the Traub Manufacturing Co., of De- 
troit, makers of Orange Blossom 
Wedding Rings. Dyskant has been in 
the jewelry business for 18 years, hav- 
ing been, among other things, Los 
Angeles representative for the Benrus 
Watch Co. 


Archie Macdonald, 1430 Eighth 
Avenue, San Francisco, will act as 
manufacturers’ representative in the 
states of California, Oregon and 
Washington for Helm & Hahn Co., 
Alexander Herbst Co. and Paul Val- 
lette Watches, and in northern Cali- 
fornia and Arizona for the Guild 
Rosary Co. 


Al Lewis has sold his interest in 
Barkly’s Jewelers, 8th and Olive, Los 
Angeles, to his partner. He has pur- 
chased, and will operate, Howard 
Bros., Credit Jewelers, at 8418 South 
Vermont Ave., Los Angeles. 


The jewelry appraisal firm of Levison- 
Heller, 209 Post Street, San Francisco, 
has announced that it is now import- 
ing jade, star sapphires and star 
rubies, in addition to its appraisal 
work. 


Hilmar Aatlo, manufacturing jeweler 
at 830 Market Street, San Francisco, 
reports that his son Gordon has joined 
him in the firm. 


Archie H. Dankert of Los Angeles, 
and Lester S. Peterson of San Fran- 
cisco, are now factory representatives 
of general lines of jewelry for whole- 
salers, in addition to handling jewelry 
boxes, chain, findings, etc. 


Condolences are extended to the family 
of Mrs. Minnie Mae Bahns, who re- 
cently died. Mrs. Bahns, 53, had been 
active in Bahn’s Jewelry Store, Ven- 
tura, Calif., which she established in 
1924 with her late husband, Arnold 
Bahns. She was the only woman mem- 
ber of the California Retail Jewelers 
Board. Her two sons, Arnold and 
Kenneth, now manage the family’s 
jewelry concern. 


Liston Edwards, salesman for the 
Los Angeles division of E. W. Rey- 
nolds Co., west coast wholesale jew- 




























































WEST COAST 


elers, is recovering well at St. Luke’s 
Hospital in Pasadena, after being in- 
volved in an automobile accident. 


Goodman Jewelers, an organization 
with outlets in the state of Minnesota 
and in San Bernardino County, Cali- 
fornia, recently completed an expan- 
sion program on their San Bernardino 
facilities. They have added a camera 
shop to their store in Ontario, Calif., 
and have remodeled their San Ber- 
nardino store at a cost of $40,000. 


Mr. and Mrs. Hardy Nix, co-owners 
and managers of two jewelry stores 
in Pittsburgh, Calif., have purchased 
a new building and will combine both 
businesses there. Nix Jewelers and 
Hardy’s Jewelry & Gifts will now be 
located at 269-271 E. 4th Street. 


Marvin Lewis, owner and operator of 
the Marvin Lewis Jewelry Store, 
Brawley, California, has moved to 522 
Main Street, next door to his old 
quarters. The new building gives 
Lewis four times as much floor space 
and three times as much window dis- 
play area. 


At the September 11th meeting of the 
Jewelers 24-Karat Club of Southern 
California, Richard Thompson, of the 
Saturday Evening Post, was the guest 
speaker. The Club’s annual Cham- 
pagne Dinner was held October 24th, 
at the Beverly Hilton Hotel, Los 
Angeles. Walter Dorrer and Jules 
Lindenbaum, assisted by Max Wolman, 
were co-chairmen of the affair. 


The Western Association of Jeweiry 
Manufacturers Representatives recent- 
ly re-elected Mike Mendelson as presi- 
dent for the coming year. Other of- 
ficers elected include: Simon Rubin, 
vice president; Mori Basch, secretary; 
Arthur Eisfelder, treasurer, and Leo 
Colman, sergeant-at-arms. Future 
meetings have been scheduled for the 
first Tuesday of each month, at 
Schaber’s Cafeteria, 720 S. Hills 
Street, Los Angeles. 


The Horological Association of Cali- 
fornia held its annual meeting in con- 
junction with the California RJA 
Convention late in September. Guest 
speaker at the Horological Assoc.’s 
meeting was H. W. (Jerry) Oster- 
mier, of Podmore’s, Huntington Park. 
His subject was: “The Value of the 
Watchmaker to the Retail Jeweler.” 
A retail jeweler for 45 years, Oster- 
mier is a past president of the Cali- 
fornia RJA. 
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Federation to Honor Weill (SGEME xX 


New York City—Milton Weill, of 
Arrow Manufacturing Co., will be 
honored at the jewelry industry’s din- 
ner for the Federation of Jewish Phil- G j é T 
anthropies, to be held Thursday eve- 


ning, November 29, at the Essex 
ene ie, CERTIFICATE 


| Weill served as president of the 
| Federation from 1951 to 1954 and on 4 { T 
his retirement was elected an honor- 
ary trustee-at-large for life. The Fed- 
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to sell every item 


eration is composed of 116 affiliated 
M | N Cj hospitals, health and social - service 
_ institutions which annually serve more in your store | 


than 620,000 persons of all races and 


creeds. 
I- \/ ~ N | S Norman M. Morris, of Norman M, 
Morris, Inc., chairman of the Feder- 
_ ation’s Jewelry Division, has called 
| for all-out support of the testimonial 


NOVEMBER | affair by jewelers. “The November 
10—Manufacturing Jewelers Sales | 29th dinner,” he said, “will be the 


Association, Inc., Dinner-Dance, Ball- first industry-wide affair to be held 
room of the Sheraton-Biltmore Hotel, for Federation in our trade in many HURRY! SUPPLY LIMITED! WRITE TODAY 
Providence, R. I. years. It will give all of us the long FOR DETAILS! NO OBLIGATION 


11-20—United Jewelry Show (for 
Wholesalers only), Sheraton-Biltmore 
Hotel, Providence, R. I. 

16-21—-Southeast Market Week for 
Handbags and Jewelry, Empress 
Hotel, Miami Beach, Florida. 

27—Providence Jewelers Club, An- 
nual Harvest Dinner-Dance, Crown 
Hotel, Providence, R. I. 
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5 — Chicago Jewelers Association, 
Annual banquet, Conrad Hilton Hotel, 
Chicago, Il. 

6-9— Miami Beach Gift, Jewelry 
Stationery, Toys and Home <Acces- 
sories Show, Roney Plaza Hotel, 
Miami Beach, Fla. 

8-15 — Keystone China and Glass 
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Show, Fort Pitt Hotel, Pittsburgh, — —_ sii , 

Pennsylvania. ' MOUNTING 
8-15—Carlton House Show, Carl- sought opportunity to honor Milton 

ton House, Pittsburgh, Pennsylvania. Weill who, by dint of his dynamic eee 
9-19—Pittsburgh Glass and Pottery ee and great gages sacri- 

Exhibit, Penn-Sherat Hotel (for- fice, has given so much to the com- + ° 
yor moni ray Are gabe munity and brought credit to every- | Manning Opal Corporation 


merly William Penn Hotel), Pitts- 


burgh, Pennsylvania. one in our trade.” | 151 West 46th St., New York 36, N.Y. 











12—24 Karat Club of New York, In an acceptance statement, Weill | 
Annual Banquet, Waldorf - Astoria called upon his associates to exercise | Plaza 71-4725 
Hotel, New York City their “usual warm-hearted good judg- | 
99 ‘Ch ment” on behalf of Federation, urging 
PP erry mene ne Bho re the most generous participation and DIRECT MAIL 


and Gift Show, Municipal Auditorium 
and Biltmore Hotel, Atlanta, Georgia. support possible. 

20-25—-California Gift Show, Alex- 
ander Hotel, Biltmore Hotel, Breck 
Shops and Merchandise Mart, Los 
Angeles, California. 


a % neapolis, Minn. 
20-25— New York Lamp Show, 10-11— 11th Annual Northwest 


~90r betiing yall mel our. Jewelry Trade Show, Nicollet Hotel, MODERN AIR-CONDITIONED 
> _- Washington Gift Show, Minneapolis, Minn. Jewelry store with new ~~“ located on Wilshire 


17-19 — Detroit Jewelry Show Blvd., near I. Magnin & Saks. 


FREE 
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17-22 — Allied Gift and Jewelry | | years. tocks consist of dineed sablished ever 20 
me See ee Show, Hotel Adolphus, Dallas, Texas. eS a a a 
2—Jewelers Club of Boston, An- 24-27—Ohio State Gift Show,||  __ _ INVENTORY $50,000 
nual Banquet, Hotel Statler, Boston, Hotel Deshler-Hilton, Columbus, Ohio. ny EF. A glace 
Mass. 24-March 1—New York Gift Show, BERT J. FRIEDMAN, REALTOR 
3-14—Chicago Gift Show, Palmer Hotel New Yorker and New York CRestview 6-3191 
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House and LaSalle Hotel, Chicago, III. Trade Show Building, New York City. 
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Last month, Mr. Fried opened this series of 
articles on the automatic watch with roller bear- 
ings. The first article offered an exploded view of 
the roller bearing unit and discussed its construc- 
tion. In this second installment, JC-K’s Horological 
Consultant discusses in detail the method of op- 
eration of this watch. 


THE AUTOMATIC WATCH 


Method of Operation 


One of the unique features of this watch is 
the method by which the automatic winding 
takes place. 

Some watches use an oscillating weight gear 
which turns a set of reduction gears to wind up 
the mainspring. Others use an eccentric cam 
attached to the oscillating weight axle. As this 
turns with the swinging weight, it nudges a 
roller attached to a lever. Such a lever usually 
has a cam pushing an intermediate winding 
wheel. Self-winding watches using a cam, lever 
and pawl combination do have many good 
points among which are simplicity of operation, 
fewer parts and two-way winding without use of 
reversing wheels. 

With the exception of the International self- 
winding watch, all cam-driven automatic watches 
give but one winding nudge with each revolution 
of the oscillating weight. The International model 
has a reciprocal cam-claw arrangement and gives 
two winding impulses with each oscillating weight 
turn. 

With the Rollamatic, there are three winding 
impulses with each complete turn of the winding 
weight in either direction. Figures 4A and 4B 
show the principle of winding operation. Cams 
on self-winding mechanisms are either heart- 
shaped, oval or circular, set off-center and have 
a high spot and an opposite, lower point. 

In the Rollamatic, the cam has three alternate 
high and low points. In effect, this star-cam is 
a three toothed driving pinion. If figure 4A is 
examined, it will be seen that the winding unit 
is composed of the cam F which pivots on the 
axle I. Resting against the cam is the pivoted 
roller T which turns in jeweled holes set in the 
lever S. 

The lever S is pivoted at M in the bridge O. 
The spring P, set into an appendix of the angled 
lever S, keeps the lever tensed in the direction 
of the arrow and the roller T against the star- 
cam. The ratchet wheel L has a hollow arbor 
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WITH ROLLER BEARINGS 


and pinion in which rides the long pivoted arbor 
of the angled lever S. 

The pawl R is set on a stud underneath the 
lever S and pivots on it. The beak of the pawl 
R fits into the ratchet teeth of the wheel L. When 
the weight and cam turn in either direction, the 
roller T, pressed against the star-cam, will fol- 
low the contour of this cam. In 4A, the lever S 
is shown going in the direction of the arrow 
which causes the pawl R to ride back over the 
tips of the ratchet teeth of wheel L. 

The click N with its beak in the teeth of the 
ratchet wheel L keeps this from unwinding. The 
click N is pivoted under the bridge O. Its spring 
Q is pinned at the back of this click and its 
outer end presses against the back of the pawl 
R, thus supplying pressure for both N and R. 

In figure 4B, the cam F is shown turned so 
that one of its tips pushes the roller T and lever 
S in the outward direction shown by the arrow. 
This causes pawl R to push the wheel L in the 
counterclockwise direction. The retaining click 
N is pushed aside as the tips of the ratchet teeth 
ride past this click. This action (4A and 4B) 
takes place three times with each complete revolu- 
tion of the oscillating weight, regardless in which 
direction the cam and weight turns. 

Figure 5 shows the scheme of the winding 
action in perspective. The lever D has a pivoted 
post which fits through the hollow arbor of the 
intermediate winding wheel K and then pivoted 
in the jewel I. At its far end, the roller C is 
pressed against the cam B which is a part of 
the oscillating weight A. 

The spring J is arranged to keep the roller C 
and the lever D always pressed lightly against 
the cam B. The pawl E engages the intermediate 
winding wheel K. In this figure, the oscillating 
weight is turning clockwise. This causes the cam 
B to push the roller C and lever D in the outward 
direction. 

The pawl E thus pushes the wheel K counter- 
clockwise and past the beak of the retaining 
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Figures 4A and 4B above A N\ 
“‘These two figures show the winding operation 
of the Rollamatic. The jeweled roller T is 
mounted in the lever S and kept at tension 


Walcnmmtenl y 
against the cam F by the tension spring P. [ V4 
In figure 4A the cam has caused the roller il / s" 
and lever S to move outward so that the pawl will! ¢ eae 
R pushes the automatic wheel L in the counter- C 
clockwise direction. The retaining click N Gen, 
keeps the wheel L from going backward dur- D = _ 
ing the return of the lever S to the neutral Ka 

a 
position shown in figure 4A.” 3 : 





> a 


1 





Figure 5 right 

“The winding sequence shown in perspective. 
As the oscillating weight A moves in either 
direction, its attached cam B moves the roller 
and lever C and D outward. This causes the 
pawl E to push the automatic wheel K in the 







counterclockwise direction. The automatic 
wheel pinion H is enmeshed with the main- 
spring ratchet wheel L, winding up the main- 


ce * Qo nm 


spring.”’ 






Figure 6 left 
“The upper and lower ratchet wheels showing 
their components which achieve a detenting 







action. At upper left is the upper ratchet with 





underside upwards. It contains the detent C 






and banking pin D in its recess. This fits over 






the lower ratchet B shown in the right view. 






The lower ratchet has two peripheral passing 
pins F. The ratchet B has a round hole which 
rides loosely on the barrel arbor shoulder H.” 









Figure 7 

“Showing the upper ratchet above the lower. The upper and larger 
ratchet A with its attached spring F are being turned clockwise by the 
self winding action through the wheel G. As the spring moves with its 
wheel A, it rubs against pin F of the lower ratchet and bends under 
and past this pin. This way, no connection with the crown wheel, 


click and manual wheels is encountered.”’ 


click G. The intermediate wheel K with its pinion 
H are enmeshed in the mainspring ratchet wheel 
L and this turns this last wheel in the clockwise 
direction, winding up the mainspring. 

The third unusual feature of this calibre is 
the system by which the manual winding wheels 
are by-passed during the automatic winding 
sequence. This reduces strain and wear on the 
automatic winding and permits easier winding. 
This is accomplished with the use of an upper 
and lower mainspring ratchet working together 
obtaining a detent action not unlike that in a 
chronometer escapement. 

In other words, when the upper ratchet wheel 
turns, it ignores the lower ratchet to which all 
the manual winding parts are connected. When 
the lower ratchet is (manually) turned, the upper 
ratchet moves as well. 

These two wheels are shown in figure 6. In 
the upper left view, the upper ratchet wheel A 
is shown with its underside upward. In the lower 
right view, is the lower ratchet wheel B. This 
lower ratchet B has a round hole H which rides 
freely on a shoulder of the barrel arbor as in- 
dicated. This ratchet wheel is also recessed with 
a boss remaining at its center. Two pins F are 
diametrically situated near the inside edge of 
this recess. 

Above ratchet B is the upper ratchet wheel A 
whose square hole fits on the square of the barrel 
arbor at G, so that one ratchet wheel rides above 
the other, separated by the barrel arbor shoulders 
and the raised boss of each wheel. 
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Figure 8 

“When the watch is wound manually, the crown wheel, engaged with 
the lower and smaller ratchet B moves clockwise and with it its 
peripheral pin F. This comes into contact with the back of the upper 
ratchet spring C and pushes this backwards until this spring makes 
contact with its own banking pin D. As it continues, both the lower 
and upper ratchets are carried along. The upper ratchet only is con- 
nected to the pinion of wheel G and this causes both the arresting click 
and paw! to be pushed back by the forward moving wheel G.”’ 


At the upper left is shown the underside of 
the upper ratchet A. Here it will be seen that 
this wheel too is recessed with a boss E. In 
its recess is the (detent) spring C, riveted at 
the base of the ratchet and the outer arm of 
this spring resting near a banking pin D. 

To understand how these two operate together, 
refer to figures 7 and 8. In figure 7 is shown 
the action of this unit when it is turned by the 
action of the intermediate self-winding wheel G. 
Here, the wheel G turns counterclockwise. Its 
pinion, engages with the upper ratchet which is 
slightly larger than the lower ratchet. 

The self-winding action causes the upper rat- 
chet A to turn clockwise. Since it is squared on 
the barrel arbor, this action winds up the main- 
spring. The upper ratchet has no click of its 
own and is prevented from backwinding by the 
arresting action of the pawl and click engaging 
the intermediate winding wheel G. 

When the upper ratchet A is turned during 
this sequence, the slanted front edge of the arm 
of spring C, traveling with the upper ratchet 
to which it is riveted, bends slightly and rides 
under and past the peripheral pins F of the lower 
ratchet wheel as shown in Fig. 7. 

Since it is the lower ratchet wheel which has 
the mainspring click and crown and manual wind- 
ing wheel connections, the self-winding mecha- 
nism is relieved of the additional burden of push- 
ing aside the click H and also carrying along 
the crown wheel and winding pinion arrange- 
ment. 
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The NEW 
W atchMaster 


Gear shift provides straight-line, 
on-time records tor odd-beat 
watches. Watchhoider tests cased 
watches or uncased movements in 
any position. Microphone snaps 


out for testing clocks, also watches 
on customers’ wrists. Hairspring 
vibrator is a part of watchholider. 
Earphones included 
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“The WatchMaster feature that I really need 
Is the sharp dot record, so easy to read.” 


LEAD 


TENOR “The thing that most appeals to me 


Is its consistent acc’racy.” 


BARITONE (“Its low-cost maintenance earns my cheers. 
It saves the most through the mostest years.” 


BASSO 


“Ninety-five dollars down — and ever since then 
It has paid for itself, again and again.” 












The NEW 
Elimag 


Lay watch (or parts) on recessed 
panel. Press button. Complete 
elimination of magnetic effects in 
1/10 second guaranteed. |5 times 
the strength of ordinary demag- 
netizers. Size, 6%" x5!/4""x3"'. Plug 
into any commercial light socket. 
To save time when ordering, use 
the coupon below. 
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American Time Products, Inc. 
580 Fifth Avenue, 
New York 36, N. Y. 


4 Jame old tune 










More WatchMasters have been sold and are 
being sold than all other watch-timing 
machines in the World, combined. There 
must be a reason. There is— it’s the BEST. 











Name 
Gentlemen: 
[] Please arrange Watchmaster 
demonstration at my bench. 
No obligation of course. Store 
Please consider this as our order 
for one Elimag. 
Address 


[} Check in full enclosed ($24.75) 


[} Bill us $24.75 plus postage. 
State taxes (if any) extra 





Above prices U.S. A. only City, State 


SP SSSSSSSSESSSHSESSSHSE SSS SS SSSSESSSSSSESHESSSSSSSSHSSHSSESSESSESSEHSSESSESESESEH SG 





fee seeereeeeeeeeannasesesecesesoeed 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


QUESTION: 1. Give address 
and cost of catalogs published by 
General Electric Co. covering 
clocks manufactured by them, 
parts price list, parts illustra- 
tions and cost with servicing 
instructions is desired, clock 


mounts, in clock radios also 
needed. 

2. Give some information con- 
cerning “Burlington” watch 
manufactured in U. S. A. I be- 
lieve. 


3. How may I remove lint 
which sticks to plastic W.P. 
crystals, especially on inner sur- 
face of W.P. crystal? 

4. Do you believe that 75 per 
cent thread o.k. for metric jewel 
screws ? 

5. Where may I obtain infor- 
mation on repair of expansion 
bands? 

6. Please tell me if the new 
parts catalog published by W. 
M. D. A. (of which you are tech- 
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nical director) will be of more 
help to the watchmaker than 
the present catalogs? What will 
be the approximate cost to me? 
What will the new catalog cover? 

7. Is the Horologist’s Loupe 
still published? 

I would like to express my 
thanks to you for all the help 
that I have received from your 
books as they are used much 
more than any others. Your ser- 
vice instructions in the Jewelers’ 
Circular-Keystone will be greatly 
appreciated. Edward C. Hagger, 
Allegan, Mich. 


ANSWER: Answering your 
letter of the 5th of July, in the 
numerical order of your ques- 
tions: 

1. Write to General Electric 
Small Appliance Division, 840 S. 
Canal St., Chicago, Ill. 

2. Burlington Watch Co. was 
a higher grade Illinois watch. 
This company is now out of busi- 
ness having sold out to the 
Hamilton Watch Co., in 1927. 

3. Lint sticks to plastic crys- 
tals immediately after being 
rubbed. It has a sort of mag- 
netism. This is the result of wip- 
ing the crystal too vigorously 
and then putting the movement 
into the case too soon. I would 
suggest that you brush the 
crystal lightly, and after waiting 
a couple of minutes, then putting 
the movement into the case, first 
making certain that the lint has 
fallen off the inside surface of 
the crystal. 

4. I suppose by this question 
you mean the depth of the 
thread. If that is so, your figure 
is approximate enough to be cor- 
rect although the depth is fig- 
ured out by angle of the thread 
and the number of threads per 
inch. This varies on the makers’ 
specifications and the particular 
job it has to do. 

5. No company that I know of 
encourages the outside repairs of 
their products. They prefer for 
the most part to do this service 
themselves. Some companies 





merely charge a small fee and 
replace the bracelet. 

6. Naturally, on this subject, 
I may be considered biased but I 
believe that it will be better be- 
cause almost all the information 
in it will come from the factory 
making the parts and the in- 
formation will be authentic and 
correct. It is planned to distrib- 
ute, free, one catalog to every 
watchmaker in the U. S. A. The 
catalog will cover the listing of 
all Swiss, German and French 
movements, their mainspring 
gauges and parts interchange- 
ability as well as much other 
pertinent information to the 
watchmaker. 

7. The Horologist’s Loupe is 
still being published for members 
(only) of the Horological So- 
ciety of New York, its editor 
now is Ben Matz. 


QUESTION: Have been read- 
ing the questions and answers 
column in JC-K for a long time. 
Would like a question answered 
if you please. 

For a long time I have tried to 
melt and re-use palladium rather 
than send it to a refiner. The 
amount I have on hand and use 
would make it profitable for me 
to remelt and use, but when 
melted and rolled out it is always 
full of flakes and unfit for stone 
setting. 

Can you help me in any way? 
J. K. Newman, Meridian, Miss. 


ANSWER: Palladium is a 
tricky metal to melt successfully 
because it has such an affinity 
for oxygen. The palladium must 
be melted by a hot oxygen flame 
but the trick in obtaining a good 
result is to keep the flame on the 
melted palladium and then to 
turn off the oxygen but keep the 
flame burning by its gas flame 
until the metal solidifies. Accord- 
ing to authorities on this metal, 
if the flame is removed from the 
palladium as it is melted, it will 
literally swell up absorbing oxy- 
gen from the air. Therefore, keep 
the gas flame going on the pal- 
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WATCH 
CLEANING 








We proudly present the first performance-tested. ultrasonic 


Be attachment for your conventional watch cleaning machine. 
the Eliminates hand cleaning (no pegging). 
first Saves time—eliminates complete disassembly. 


to display this | CAVAVAVAVAVATAVAYLOAVA at A 


CERTIFIED SCIENTIFIC WATCH CLEANING SERVICE 


symbol of progress 


for WATCHES 
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ladium until the metal becomes 
solid. The flame keeps the metal 
from soaking up the oxygen in 
the air. 

Should you melt palladium and 
then after find that its surface is 
porous or blistery, apply the oxy- 
gen flame again until only the 
surface is melted and then again 
shut off the oxygen supply from 
the flame with the flame directed 
over the surface of the metal un- 
til it hardens again. This will 
supply you with the type of con- 
dition in which you may be able 
to work the palladium to your 
wishes. 


QUESTION: In your Septem- 
ber issue of Questions and An- 
swers you mention a low melting 
solder for costume jewelry. I 
have tried the “Dunlap” solder- 
ing solution and flux which can 
be bought at Sears, Roebuck. It 
solved my costume jewelry 
soldering problems. Nestor F. 
Delevaux, Washington, D. C. 


ANSWER: Thanks very much 
for your help. We appreciate it 
and welcome all hints from our 
readers. 


QUESTION: We repair a great 
many waterproof watches. Just 
recently we invested in a Water- 
proof Testing Machine. We have 
everything needed to waterproof 
the case back, crystals, etc., but 
have not come across anything 
that is good for waterproofing 
the crowns. 

Do you know of any substance 
or material that we can either 
make ourselves or procure from 
a jobber that will do the trick? 
We have tried using new crowns, 
etc., but some cases are worn 
badly and the crown still leaks. 

Your answer will be greatly 
appreciated. Jerry S. Sussman, 
Bridgeport, Conn. 


ANSWER: lam happy to learn 
that you have purchased a 
waterproof testing machine. Too 
many watchmakers go on repair- 
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ing waterproof watches closing 
up the case and give it to their 
clients without any idea whether 
the watch is still waterproof or 
not. 

Cases do get worn around the 
pipe for the crown, making a well 
fitting job difficult to seal up. 
First, make certain that the pipe 
of the case where the crown fits 
over is a tight fit into the case 
itself. To be certain, try sealing 
the corners of the junction with 
crystal cement. Also, try putting 
some vaseline or the grease that 
is used for winding parts such 
as Hamilton STG 1 lube. Place 
this into the recesses of the 
crown and a bit into the pipe of 
the case. 

It is also possible to obtain a 
type of crown with a gasket that 
fits tightly over case pipe. If the 
case neck is no longer truly 
round, there is little that you can 
do except to turn one on the 
lathe to fit. When the case pipe 
(or neck as it is sometimes 
called) becomes worn badly or 
ovalized, it will never remain 
waterproof unless that part is 
replaced. 


QUESTION: Enclosed here- 
with is a picture of a clock in my 
store that is in perfect working 
order. It was here when I bought 
the store and a friend of mine 
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would like to purchase the said 
clock from me. That suits me be- 
cause of my remodeling plans 
which contemplates using the 
space the clock occupies for dis- 
play space instead. 

The said clock is approximate- 
ly 71% feet tall and 33 inches 
wide, the widest part of the case. 
From your experience would you 
please give me an estimate as to 
the proper price for such a clock 
or do me the favor of referring 
my inquiry to someone compe- 
tent to determine a fair price. 
Irving M. Ausman, Merrill, Wis. 


ANSWER: The clock in the 
photograph is quite familiar as 
I have one in my own collection 
as well. These are of the pin- 
wheel escapement type which 
was used extensively in tower 
clocks. It has a center second 
and a bar-frame. The pendulum 
is either an elliptical disc of con- 
siderable weight, sometimes 10 
inches in diameter and some- 
times 12 inches across. The 
gridiron pendulum in almost all 
of these clocks is false and offers 
no compensating duties. 

There are still many such 
clocks around, however, the 
styles of the cases vary. In the 
early 1900’s they were the cen- 
terpiece in stylish saloons with 
the rest of the mirrored bar in 
keeping with the elaborate clock- 
case. 

These were imported from 
France and from Austria and 
were almost identical in design. 
The Waterbury Clock Company 
marketed these for $75.00 back 
in the late 19th century although 
in not as pretty a case as in your 
photograph. Collectors are still 
paying around that much for 
clocks of this type of movement 
with much plainer cases. 


QUESTION: We have two lo- 
cal clock owners, both customers 
of ours, who have _ identical 
clocks and both are interested in 
knowing about how old the clocks 
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BETTER GOLD PLATING 








With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 
discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. © N.Y. 14,N. Y. © AL 5-8677 

















NEW NOT ASBESTOS 
RAPID SOLDERING-SIZING 


RING STICK 5:20 


PAT. PENDING 

















TWO STICKS 
ONE WIRED 


Torch, or attach to electric soldering machine 
and use carbon pencil. Needs no mortising. 
Takes the drudgery out of sizing. Increase 
sales. Size while customer waits. 


RAPID TOOL 


P. O. Box 453 Bremerton, Washington 








SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.T-S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A., or any State 
Board examinations. 

Highest authorities say, “B. T. S. is the best 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


John J. Bowman, ee ow 0? - z Charles Ezra Bowman, 
Director eae Registrar 


Courses Approved for Korean and Other Veterans 














FOR NOVEMBER, 1956 





161 












































NO GUESSWORK! 
NO FILING! > 
NO SHEARING OR CRUSHING! 








At last .. . a band cutter that works! 
Dyna-“Saw MEASURES THE EXACT TUBE 
LENGTH NEEDED .. . INSTANTLY... 
AUTOMATICALLY. You can’t saw off too 
much or too little. Helps cut inventory— 
you can stock %” width bands only, and 
size them quickly to any watch. 


Dyna-Saw is a fine tool made of pen- 
trated case-hardened steel with nickel- 






Sold only thru material supply houses. 





_ HAMMEL, 


. Bax 100, Madison Square Sta., 






plated accessories. The replaceable por bene on = 
precision-ground high-speed steel saw including 
cuts through stainless steel with ease. TOUGH 


STAINLESS STEEL. 


Write us or your material supply house for circular. 


RIGLANDER & CO., 





custom sizes watchbands quickly . . . easily. 
You don’t lose sales because you don’t 
have the correct size metal 


watchband in stock! 


Dyna-Saw leaves 
uniform 
factory-finish 


INC. 


New York 10. N. Y 
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Presents... 


THE AUTOMATIC LIGHTER WATCH 


® BLUE 

© GREEN 
TORTOISE SHELL 
LIZARD 

IVORY 
ENGINE-TURNED 


@ 17 JEWEL PRECISION SHOCK-PROOF MOVEMENT 
YOU FLICK LIGHTER 


LIDO IMPORT Corer ay 


35 W. 3rd St. (A), N. Y. C. 12, 
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Longines- 





Wittnauer 







Issues 











Elaborate 







90th Anniversary 










Brochure 












As the history of any period is the history of 
the individuals of that period, so the history of 
any industry is a composite of the histories of 
the companies within it. 


This is brought out in an elaborate booklet 
just published by Longines-Wittnauer to mark 
its 90th anniversary—‘A Record of Progress.” 

In this is detailed, along with the developments 
in the Longines-Wittnauer lire, the technological 
progress of the watch field and the dramatic 
changes in types and styling, particularly in the 
present century. 

One of the illustrations in the book is shown 
above and depicts the progress in the design (and 
miniaturization of the movement) in typical 
ladies’ Longines issued during the period from 
1900 to 1956. 


The book tells of special features and of spe- 
cial-purpose watches developed for today’s living, 
playing and working conditions. 

Because of the international prominence of 
Longines in connection with aviation and sports 
timing, much reference is made in the booklet to 
these applications. 

The final pages dwell upon the advertising, 
promotion, packaging and design of Longines- 
Wittnauer watches, with emphasis, of course, on 
the famous Longines Symphonette radio and TV 
program. 

Copies of the book are available to jewelers 
upon request made to Longines-Wittnauer Watch 
Co., 580 Fifth Ave., New York, N. Y. 





In wealthy homes of some Far Eastern nations, it was 
once complimentary to toss refuse over the shoulder, to 
show that you realized the host had plenty of servants to 
clean up. 
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BOOK 


MODERN CLOCKS, Their Re- 
pair and Maintenance, by T. R. 
Robinson, F.B.N.I. 

@ In recent years, the sale of 
clocks has risen greatly. People 
in general are becoming clock- 
conscious, not only from the 
point of telling time but as 
things of beauty and again for 
their intrinsic interest. Subse- 
quently, jewelers are getting 
more clocks in for repair than 
ever before. 


Therefore when a book by T. 
R. Robinson appears, it should 
be welcome indeed, for Mr. Rob- 
inson is one of the recognized 
authorities on clockwork and one 
whose background, experience 
and interest in clocks amply 
qualify him to write on this sub- 
ject. 

Mr. Robinson is the horol- 
ogist who writes regularly for 
the British Horological Journal 
on clockwork and reviews new 
clocks just as a critic would re- 
view a new play. He will also 
criticise points in a new clock 
in his articles and for the most 
part his findings are justified. 

In this book, ‘‘Modern 
Clocks,” Mr. Robinson has pro- 
duced a third edition of an 
earlier work, last published in 
1943. This new edition is so 
much an improvement over the 
second edition that it might 
truly be considered a whole new 
work. Where the old edition 
went to 180 some odd pages, 
this new book has over a hun- 
dred additional pages. When the 
last book was published the qual- 
ity of paper was poor while 
this book has good paper and 
is attractively jacketed. 

In its contents, Mr. Robinson 
takes the reader through the 
general survey of general con- 
struction of the movement, pil- 
lar and plates and in his usual 
candid manner, discusses what 
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makes a good construction and 
what does not. As in the rest of 
the book, all his points are illus- 
trated with excellent line draw- 
ings of the type produced by Mr. 
Ayers for the British Journal. 
Examples of good pillar plates, 
pillars, barrel and arbor con- 
nections, mainspring ends and 
their faults are all discussed. 


Another chapter deals with 
escapements, suspension units 


and pendulums. The numerous | 





figures of pendulum construc- | 


tions and suspension units are 
enlightening and make up a good 
catalogue of many units for the 
reference of the watch and 
clockmaker. The escapement of 
the Ingersol clock is discussed 
as well as is the cheaper recoil 
type found in most clocks. 

For the watchmaker who is 
often puzzled by the ever-chang- 
ing methods of chiming and 
striking devices in more modern 
clocks, this book should be of 
great help. The chapter on chim- 
ing mechanisms catalogues, il- 


| 
| 


lustrates and discusses most of | 


the devices used 


the newer chiming devices in 
modern clocks are ingenious and 
an improvement over the older 
types, the fact that they do em- 
ploy novel devices makes them 
strange to the watchmaker who 


in modern | 
clocks. While for the most part 





is accustomed to work on the | 


older clocks. 


While the book is of English 
origin and authorship, German 
clocks and others are not ne- 
glected and many 


American | 


clock mechanism features will | 
find their counterparts in Euro- | 
pean design. The often neglected | 
dial trains of clocks will find | 


attention here and many helpful 
hints on their construction and 
care are mentioned in a special 
chapter. 


Synchronous electric clocks 





Cancer can’t strike me, 
I’m hiding. 





A 
Cancer? 


The American Cancer 
Society says that too 
many people die of it, 
NEEDLESSLY ! That’s why 
I have an annual medical 
checkup however well I 
feel. I know the seven 
danger signals. And 
when I want sound 
information, I get it 
from my Unit of the 


AMERICAN CANCER SOCIETY -% 








ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y 
Manufacturers of Gold Filled Crowns 
Sold through Wholesolers & Jobbers 








WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enroll at any time of the year 
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WATCH STRAPS OF DISTINCTION 


. . . @re made of carefully selected materials 
combined with the talents of experienced 
craftsmen. Manufactured by .. . 


J. L. POPOWICH AND SON 
802 Sansom St. Phila. 7, Pa. 
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LEARN WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept.''K"’ lil'd Catalog 
Baldwin 9-1376 Est. (694 
Arthur T. Joneses, Principal 








Bye. School 
ia Watchmaking 
Sept. 23-May 23 
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UNBREAKABLE 
MAINSPRING 


WHITE ALLOY RUSTPROOF 
NON-MAGNETIC NON-SETTING 


In Metal Retaining Ring Ready to Slip into 
Barrel. 

N-DUR-ALL unbreakable mainsprings absolutely 
will not lose resiliency or attract magnetism. 
Made by the incomparable craftsmen of Switzer- 
land. They are highly polished with well finished 
ends. 96 N-DUR-ALL mainsprings fit over 2000 
popular makes and models of reguiar wind 
automatic watches and chronographs. No need 
to stock more than these 96 sizes. Insist on 
N-DUR-ALL—accept no substitute! 


Order from your 
Newall Jobber 








THE N E WALL MEG. CO. 











“WATCH REPAIR 


Dependable + Fast * Economical 





Over a Quorter-Century 
of Service 
7 
Watches Insured and Safequardead 
in Holmes-Protected Vaults 
. 
All Work Waotchmaster-Tested 
e 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 








STOPWATCH 
nd. 


Largest selection 
of quality Stop- 









watches and 
seen Chronagraphs in 
| * *00,,, nae American Quick 
a service for jewelers. 
— 


WRITE TODAY FOR CATALOG 


M. DUCOMMUN (CO. 


580 Fifth Ave., NEW YORK 36 





All makes repaired. 
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BOOK REVIEW FROM PRECEDING PAGE 


are discussed in another chapter 
and electric chiming clocks are 
mentioned as well although most 
of the clocks discussed with the 
exception of the “‘Telechron” are 
of English make and construc- 
tion. Another chapter deals with 
specialised types of clocks such 
as those used for thermostatic 
controls, time switches, dark 
room timers and their like. 
This book is just what the 
title implies—one on modern 
clocks. In the concluding chap- 
ter are over fifty large line draw- 
ings of modern clock movements 
not shown elsewhere in the book. 
These drawings should serve as 
a handy guide to repairmen who 


are sometimes puzzled by the 
construction and appearance of 
strange but new timepieces on 
their benches. 

In all, this new edition will 
be a most welcome one to the 
working library of the watch- 
maker at the bench, to the jewel- 
er to help him appraise for him- 
self a new clock, and to the 
hobbyist who desires to know 
more of the insides of those 
newer modern clocks of which 
so many are now being pro- 
duced. 

‘The book will be available 
through the book department of 
this magazine. 

Henry B. Fried 





QUESTIONS AND ANSWERS FROM PAGE 160 


are. We are sending a brief de- 
scription of each clock together 
with the printing as found on 
back of clock inside. 

Both are eight day clocks, run 
by weights, one for strike and 
one for time. The inscription on 
the inside of back is: 

Patent Brass 
8 Day 
Clocks 
Manufactured and sold by 
Birge, Mallory & Co. 
at wholesale and retail. 

We would appreciate any help 
you can give. Lesser & Lesser, 
St. Mary’s, Pa. 


ANSWER: Birge & Mallory 
clocks were made between 1838 
and 1843. Birge engaged in part- 
nership with many clockmakers. 
All of his clocks are of good re- 
pute and are considered col- 
lector’s items. John Birge was 
born in 1785 and died in 1862. He 
came from Bristol, Conn., and 
started out as a wagon builder. 
He started to make clocks some 
time around 1820. His most 
famous partnership was with 
Fuller and they made many 
clocks using the Ives patent. 


QUESTION: In the July, 1956 





issue of JC-K, you reviewed the 
new seventh edition of Britten’s 
“Old Clocks and Watches and 
Their Makers” to be published 
by Spon, Ltd., of London. I would 
like to obtain a copy of this book 
and would appreciate it if you 
would send me the address of a 
source of this book in the United 
States. Also, is this book current- 
ly available or is it yet to be re- 
leased by Spon, Ltd.? If the 
latter is the case, can you tell me 
when it is expected to be avail- 
able? Sam R. Wismar, Baytown, 
Texas. 


ANSWER: I do not know of 
any place yet where you can pur- 
chase the Britten book, “Old 
Clocks and Watches and Their 
Makers” in this country. How- 
ever, you may be able to obtain 
a copy of this book by either 
writing to the publishers, E. & 
F. Spon, Ltd., 15 Bedford St., 
W.C. 2, London, England, or you 
may order this from Malcolm 
Gardner, at 12 Earnshaw St., 
London, W.C. 2, England. Gard- 
ner is very familiar with Ameri- 
can book buyers and you may be 
able to get good service from 
him. I am sure that you will en- 
joy this book. 
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New Ball Company Display 
Features "Watch of Tradition” 


“Watch of Tradition’’ wrist 
watches and “‘Lady Ball” watches are 
being promoted this fall by the Ball 
Company, 600 N. Michigan Ave., Chi- 


cago. 
The company is making available 
to all franchised dealers two displays, 





one for each of these lines. Pictured 
is the Watch of Tradition display. 


Window Display Features 
Fiex-Let Men's Jewelry Items 


A new display of men’s jewelry 
designed for retailers’ windows is 
available from Flex-Let Corp., 580 
Fifth Ave., N. Y. C. 

The display unit measures 15 in. 
wide by 12 in. high and features a 
gray flannel cuff over a light gray 


.Pew 
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FLEX-LET ~“2" 





overplaid shirt against a velvet back- 
ground and base. 

The merchandise consists of six 
sets, one pair of links and one tie 
clip, with keystone mark-up for the 
jeweler. 

With each order for the assortment, 
the display unit is included free. 
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Toastmaster Fall Campaign 
Includes Three NBC-TV Shows 


Toastmaster Products division of 
McGraw Electric Company, Elgin, 
Ill., made its debut in national net- 
work television advertising the week 
of October 15 on three NBC-TV 
shows. 

The shows are: “Today,” featuring 
Dave Garroway; the Arlene Francis 
“Home” show and “Tonight” with 
Steve Allen. Toastmaster’s sponsor- 
ship will continue until Christmas 
time. 

During the same period the com- 
pany is running 27 ads in 12 national 
magazines, making its fall advertis- 
ing program the largest ever con- 
ducted by the firm. 


1847 Rogers Bros. Offers 
"Flair-Mates' as Gift Items 


The 1847 Rogers Bros. division of 
The International Silver Co. has five 
new answers to the question “What 
shall I give?” on occasions such as 
birthdays, weddings, anniversaries, 
Christmas, etc. 

Serving pieces in the popular 
“Flair” pattern flatware have been 





combined with handsome glass dishes 
that have a “Flair” motif in palladium 
applique. 

Each of the five silver-plus-glass 
gift combinations has many uses. The 
Flair “Gourmet Set” (hors d’oeuvre 
fork with oval dish) and the Flair 
“Jelly Set” (server with handled 
bowl) are priced at $3.95. Other 
“Flair-Mate” items are in the gift- 
price range of $5.95 to $6.95 retail. 


Unretouched Photograph 
Tells “Spectaculight" Story 

This photograph, which, according 
to Karlan & Bleicher, Inc., is com- 


pletely unretouched, was taken of a 
106-point single diamond (left) and 





a “Spectaculight” setting, holding 
only 34 points of diamonds (right). 

The “Spectaculight” ring contained 
a center diamond of 23 pvints and 11 
melee of one point each. 

The photo is presented by the com- 
pany as evidence that the “Spectacu- 
light” not only looks larger than the 
other but actually has more sparkle, 
despite the fact that it costs about 
one-fourth that of the single diamond. 


‘Antarctic’ Croton Braves 
Ordeal of Navy Expedition 


Watches created by Croton Nivada 
Grenchen to withstand the rigors of 
the elements, accompanied Task 
Force 43 of the U. S. Navy Antarctic 
Expedition. This group, under the 
command of Rear- Admiral Richard 
E. Byrd, has just completed “Opera- 
tion Deep Freeze,” in support of the 
Antarctic phase of the scientific proj- 
ects in which the United States will 
participate with 38 other nations 
during the International Geophysical 
year. 

Especially designed and crafted for 
the hazards of cold weather activi- 
ties, the “Antarctic” watch weath- 
ered sub-zero temperatures, severe 
shock landings, prolonged submersion, 
extreme elevation and anti - magne- 
tism tests. 

Croton Nivada Grenchen created a 
“eompensamatic” feature to with- 
stand the water pressure at great 
depth, as well as extremes of tem- 
perature. 

The “Antarctic” watch proved it- 
self during Operation Deep Freeze, 
and will be worn again by the Sea- 
Bees and Navy airmen on the next 
phase of the expedition. 
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“Grandmother Bracelets” 
Are Introduced by Forstner 


A bracelet for grandmothers, with 
“boy” and “girl” charms, is intro- 
duced by Forstner, Inc. 

Each charm has space for engrav- 
the name and birthdate of the grand- 
child, and as many as six or seven 
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“erandchildren” can dangle from a 
single bracelet. 

The Grandmother bracelet is avail- 
able in gold-filled or in sterling silver. 


Stone Ring Promotion 
Designed to Sell Diamonds 


“Vari-Gem” stone rings are being 
promoted by David Pfeffer Co., Inc., 
106 Fulton St., N. Y. C. 

The rings permit the removal of 
one gem stone and the insertion of 
another to suit the fancy—or the 
wardrobe—of the wearer. 

A gift certificate accompanying the 
initial purchase offers a 10 per cent 
discount on the purchase of addi- 
tional stones. 

Heart of the promotion is the full 











redemptive “trade-in” value of the 
Vari-Gem when applied against the 
subsequent purchase of a Pfeffer dia- 
mond ring or diamond-ring set. The 
company engages to recondition the 
original ring and mounting to insure 
the retailer’s recovery of his trade-in 
allowance. 

Display cards, mats and guarantee- 
and-registration booklets are avail- 
able for dealer use. 
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New “Sextette" Display 
Offered by Jacques Kreisler 


A new window or counter display 
is offered by the Jacques Kreisler 
Mfg. Corp. to retail jewelers. 

Identified as the ‘“‘Sextette,” the 
display has a scarlet velvet backdrop 
for the watchbands, base of walnut 
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wood, and black, white and gold trim. 
It is given free with Kreisler’s Sex- 
tette Assortment No. 60. 


"Holiday Special" Coffeematic 
Offered by Universal at $19.95 


Landers, Frary & Clark recently 
announced that a Universal eight-cup 
“Holiday Special” Coffeematic is be- 
ing offered for a limited time, to re- 
tail at $19.95. 

H. S. Perkins, sales manager of the 
Electric Housewares division, said 
that this eight-cup model, a $24.95 
value, is offered at this time to give 
retailers a really “sensational” gift 
bargain for Christmas sales. 

This “Special” is not a stripped- 
down model; it contains all the fea- 
tures of the regular Coffeematic. It 
comes with an attractive paper band 
describing its features and price. 


Baumgold Christmas Display 
Easily Adaptable for Windows 


In keeping with the holiday spirit, 
Baumgold Bros., diamond cutters and 
creators of Circle of Light and Eter- 
nal Heart Shape Diamonds, have de- 
signed a display window that can eas- 
ily be duplicated by retailers for their 
own store windows for Christmas and 
the winter months. 

In the foreground is a simulated 
lake of blue glass with slots into 
which are placed diamond rings of dif- 
ferent shapes. Rising above the lake 
are lofty, snow-covered mountains on 
which are placed bracelets, brooches, 
rings, etc. 
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dis- 
play, which is suitable for any size 


Simplicity is 


window and is extremely flexible, 
since any number of rings and other 
items may be used in various combi- 
nations. 

Baumgold Bros. will send a glossy 
print of this display, plus instructions 
for trimming the window, upon re- 
ceipt of a written request. Such re- 
quests should be addressed to the 
firm’s offices at 580 Fifth Avenue, New 
York 36, N. Y. 





Executives of Gorham Company, Inc., manufacturers of silverware, Provi- 


dence, R. I., show what their 67 fall magazine ads would look like, laid end to 
end. The unusual demonstration took place during a recent company sales 
meeting at Fisher’s Island Country Club, N. Y. 
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Swiss Watchmakers Offer 
Speaker's Kit on Automatics 


The Watchmakers of Switzerland 
has announced the availability of a 
new speaker’s kit, for use by jewelry 
and horological groups, concerning 
self-winding watches. 

Entitled “The Self-Winding Watch 
—Timekeeper of the Future,” the kit 
consists of the text of a talk which 
lasts approximately forty minutes, 
accompanied by a set of forty-six 
35mm slides in full color. The pres- 
entation examines the main features 





of the jeweled-lever automatic wind- 
ing mechanism, how it works and how 
to lubricate it. 

The complete kit (seen in accom- 
panying photograph) is furnished free 
of charge, as part of the Watchmakers 
of Switzerland’s Official Service De- 
partment program (this is the seventh 
such kit in the program). Inquiries 
should be addressed to: Watchmakers 
of Switzerland Information Center, 
730 Fifth Avenue, New York 19, N. Y., 
and should be requested at least one 
month in advance of the date on which 
the kit is needed. 


Window Contest Available 
To Reed & Barton Dealers 


Designed to promote “Autumn 
Leaves,” the new sterling flatware 


pattern, Reed & Barton, Taunton, 
Mass., has established a window- 
display contest for all authorized 
dealers, 


Thirty-three substantial prizes will 
be awarded to winners and all contes- 
tants will receive silver prizes. Every 
participating store, regardless of size. 
has an equal chance of winning one 
of the valuable prizes as winners will 
be selected by the drawing of names. 

The contest opened October 1 and 
runs through November 17. Drawing 
of names will be made by Albert E. 
Haase, president of the Jewelry In- 
dustry Council, and winners will be 
announced early in December. 

Contestants pay no charge of any 
kind. There is no limit to the number 
of windows which can be entered, but 
only one prize will be awarded to a 
store. 

First grand prize is a five-piece 
“Hampton Court” sterling tea and 
coffee service valued at $575. 
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lias against a glazed background. 





Presto Adds Three Items 
To Automatic Cooking Line 


National Presto Industries, Eau 


Claire, Wis., has added three new 
items to its family of automatic ap- 
pliances run by a single removable 
Control-Master. 

The new items are a three-quart 
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saucepan, $13.95; a five-quart Dutch 
oven, $16.95, and a pressure cooker, 
$19.95. All three come with cover, 
have water-sealed heating elements, 
and wash under water with control 
detached. 

The new appliances may be ordered 
as individual units, in sets of three, 
or in an introductory package that 
includes the new three plus two fry- 
ing pans and a griddle already mar- 
keted. A wood-and-metal display 
comes with the complete package. 

Production is in full swing and dis- 
tribution will be in time for the 
Christmas buying season, Presto 
says. 


China and Silverplate 
Combined in Fall Promotion 


Oneida Ltd. Silversmiths have an- 
nounced a dinnerware promotion in 
conjunction with the sale of a stand- 
ard 52-piece service for eight in their 
Tudor Plate Oneida Community line. 

For one dollar extra the consumer 
receives a 40-piece dinnerware ser- 
vice for eight in the Magnolia pattern 
with the purchase of the flatware at 
the regular price of $59.75. 

The silverware service is available 
in the New Era, Bridal Wreath and 
Together patterns. The dinnerware 
highlights a single spray of magno- 








The promotion will be advertised 
in Look magazine, and dealer aids in- 
clude displays, window banners, ad 
reprints, mailing pieces and news- 
paper mats. 





‘How To’ Book By Anson 
Enthusiastically Received 


Grateful comments on the useful- 
ness of Anson, Inc.’s recently pub- 
lished book, “How to Promote for 
Profit” have been pouring into the 
company’s home offices in Providence. 

Retailers and wholesalers have 
praised the helpful material which the 
book contains. Included in the 138- 
page hard-cover book are sections on 
the value and use of direct mail ad- 
vertising, radio and TV at local re- 
tail level, newspaper advertising, as 





well as inexpensive techniques in win- 
dow dressing, local tie-ins with na- 
tional advertising and year-round pro- 
motion scheduling. 

The book also includes 
1956-57 complete line catalog. 

Retail jewelers who have not re- 
ceived the book are invited to contact 
their nearest Anson distributor. 


Anson’s 


New Insurance Pian For 
Starfire Diamond Rings 


The A. H. Pond Co. recently an- 
nounced a new customer protection 
plan now included in its Starfire Di- 
amond Ring Guarantee Certificate. 
The guarantee statement says, in 
part: “The diamond (or diamonds) is 
insured against loss from its mount- 
ing, through no fault of the wearer, 
for one year after purchase and will 
be replaced without charge.” 

To help dealers profit more, there 
is a complete line of merchandising 
aids that tie-in with Starfire national 
advertising in Life, Look and Seven- 
teen magazines. 


Longines-Wittnauer Festival 
On CBS-TV for Thanksgiving 


The annual Longines - Wittnauer 
Thanksgiving Festival of Music has 
become a television tradition. Recog- 
nized as one of the finest musical pro- 
grams on television, the Festival 
makes its eighth annual appearance 
on the CBS Television Network from 
five to six o’clock Eastern time on 
Thanksgiving afternoon. 

The theme of the program will be 
“90 years of Longines-Wittnauer,” 
against a backdrop which creates the 
scenes in three of the World’s Fairs 
where Longines watches have been 
honored. 
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Zodiac Watch Agency 
Features ‘Two-Gether’ Set 


Zodiac Watch Agency, in New 


York, is now featuring a set of twin 
watches, for man-and-woman, which 
they call “Two-Gether.” 


The set retails for $150, FTI. The 





watches are also packaged individ- 
ually, and are waterproof and shock- 
resistant. 


The “Two-Gether” idea presents the 
retailer with an opportunity to join 
the current promotion by McCall’s 
magazine, which emphasizes the “To- 
getherness” of the American Home. 


Special Length Display Book 
Promotes Speidel Watchbands 


With the thought that many of to- 
day’s watchbands are of special 
lengths, Speidel has brought out a 
special-length display “book,” holding 
36 special-length watchbands. 

The book is designed with a black- 
leather, gilt-edged cover and consists 
of four “pages” that are flipped to 
display the bands. Each book holds 
18 ladies’ bracelets (9 short, 7 long, 2 
extra long) and 18 men’s bands (3 
short, 9 long, 6 extra long). 


Speidel watchbands are heavily ad- 
vertised on Speidel’s nationwide TV 
program, “The Big Surprise,” the 
show with the $100,000 giveaway. 

The Speidel Special Length book 
display is available at no cost to re- 
tailers ordering the Special Length 
Watchband SL/36 unit. 
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New "Spindrift" Pattern 
Offered in Carry-All Case 


A new pattern in new packaging is 
announced by the International 
Stainless Deluxe division of Interna- 
tional Silver Co. The pattern, 
“Spindrift,” has the tips of the han- 
dles curving toward the plate — 
spoons and knives curving to the left 
and forks to the right—to form a 
“balanced” place setting. 

“Holiday Set in Carry-All Case” 
is the “selling” name of the new 
Spindrift offer. The carry-all case 
provides a display piece for the deal- 
er’s counter or may be used by the 
purchaser as an overnight bag. It is 
of saddle - stitched, feather - grained 
vinyl with washable fabricord lining. 
The blue interior rack lifts out and 
holds the flatware in a drawer. 


Retail price for 32 pieces of 
Spindrift is $49.95, including the case. 
Available also in four-piece place set- 
ting at $6.95 retail; 16-piece starter 
set at $24.95; and 52-piece service for 
eight at $79.95. 


Gemex Gift Certificates 
Promote Every Item in Store 


A Christmas gift certificate kit, a 
display stand holding six Gemex 
watchbands and a porcelain cherub 
are offered to retailers by the Gemex 
Corp., Union, N. J., at no additional 
cost with the purchase of 17 bands 
at the regular dealer’s price of $76.80. 

Employing the Operation Cherub 
theme, the kit includes fifty gift cer- 
tificates with matching “Merry Christ- 
mas” envelopes on parchment-like 
stock. The certificates bear no com- 
pany name and can be used for any 
gift item. Space is left for the amount 
of the gift and the name of the shop. 


Also included in the kit are 200 
statement enclosures to publicize the 
certificates, white and gold counter 
ecard and matching window poster 
with window display plan, advertising 
mat, and gift - certificate sales record 
book. 
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New Wyler Display Tells 
Both Sides of the Story 
To demonstrate the features of its 


waterproof double-view line, the Wy- 
ler Watch Corp., 131 E. 23rd St., 


N. Y. C., has created a new revolving 
display. 





The base turns to show how the 
see-through crystal back may be used 
to display photos or emblems or to 
reveal the actual workings of the 
parts themselves. 

Each display is personalized with 
jeweler’s name engraved on brass 
plaque. 








Revolving Display Case 
Carries 36 Amity Billfolds 


Amity Leather Products Company 
has developed what it claims to be 
the first moving display case in bill- 
fold history. 

The case is made of blond ash with 


red and ebony panels. The larger 
panel revolves, permitting double bill- 
fold display area. On the top a hand 
wigwags a facsimile Amity billfold 
back and forth. 






























The case displays 36 men’s and 
women’s billfolds in the $3.50 to $7.50 
price range. Retailer cost of the com- 
pletely stocked case is $97.50. 
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Anniversary Ads Promote 
“Pearl-at-a-Time" Theme 


The Anniversary Pearl Co., 48 W. 
48th St., N. Y. C., is promoting its 
Pearl-at-a-Time theme in national ad- 
vertising this fall. 

The idea behind the promotion is 
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that the consumer is able to buy as 
little as a single genuine natural pearl 
strung on a 14K gold chain uttrac- 
tively boxed. 

A pearl may be bought and added 
to the chain for any special occasion, 
such as birthdays, weddings or anni- 
versaries. As the chain grows, the 
value grows both in actual and senti- 
mental value. 


Life Magazine Suggests 
Girard Perregaux Promotion 


An opportunity is being offered to 
retailers who carry the Girard Per- 
regaux line, to tie-in with a colorful, 
2-page spread which will be carried 
in Life during the Christmas season. 
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The above photograph shows a dis- 
play window of S. Kind & Sons, of 
Philadelphia, which takes full ad- 
vantage of this tie-in opportunity. 
The 2-page spread is set up as a dis- 
play mat, and the bottom half of it 
covered with the retailer’s name. 
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Bradley Counter Display 
Features “Old Tymer" Alarms 


A new merchandiser to display the 
new double-bell “Old Tymer” alarm 
clocks, is offered by Bradley Time 
Corp., 19 West 24th St., N. Y. C. 

The display holds four alarms and 
is supplied free with each assortment 
consisting of two nickel-finish and 
two gold-colored-finish clocks retail- 
ing at $4.95 and $5.95 respectively. 

The alarms have 30-hour imported 
movement, clear face dial, luminous 
hands and large numerals. They are 
individually gift packaged, and the 
assortment comes ready for display 
on counter or showcase or in window. 

Catalog and further information 
available on request. 


Admark's New Display Card 
Features Scarab Attachments 


A display card for jewelers fea- 
tures the new scarab watch attach- 
ments introduced by Admark, 714 
Sansom Street, Philadelphia. 

Small enough for counter or win- 
dow, it can be used in conjunction 





‘ 


with an Admark merchandiser dis- 
play that holds an assortment of 
seven watch attachments on a velvet 
background. 

Newspaper mats and leaflets for 
dealer imprint are also available. 


New Swift & Anderson Catalog 


Weather instruments, magnifiers, 
binoculars, telescopes and compasses 
are pictured and described in Swift & 
Anderson’s new catalog. 

Many new items have been added to 
the line, including “Bedspecs,” the 
prismatic glasses, an entirely new 


compass line and a number of new 
weather instruments. 


Other sections of this 20-page cata- 


log deal with Swift’s newly expanded 
importing activity plus reference to 
their new west coast operation. 


The catalog is supplied free of 


charge, on request to Swift & An- 
derson, Inc., 952 Dorchester Avenue, 
Boston 25, Mass. 





tional 


Baby Silverware Promoted by 
“Creepers-Toddiers" Display 


To stimulate the child and baby 
market, the Heirloom Sterling divi- 
sion of Oneida Ltd., Silversmiths, has 
introduced a new display combining 
mahogany panels, colored plastic let- 
tering and real baby shoes. 





The display is free to all fran- 
chised dealers with minimum orders 
of child and baby items. It may also 
be purchased for half price with 
smaller orders, or may be beught out- 
right for $10. 


Bulova “First Lady” Watches 
Promoted on Gleason TV Show 


Starting Saturday, October 27, Bul- 
ova began promoting its line of “First 
Lady” watches on the Jackie Gleason 
TV show. 

The First Ladies are styled in 18K 
gold and have 23 jewels and 6 pre- 
cision adjustments. Prices range from 
$59.50 to $95. 

The promotion is backed by na- 
advertising and TV _ spots. 
Newspaper mats, displays and direct- 


mailing pieces are available to dealers. 


Gleason is shown accepting a Bul- 


ova watch from John H. Ballard, 
president of the company, when the 
commedian paid a recent visit to Bul- 
ova Park. 





169 
































News of Personnel 





The Watchmakers of Switzerland 
announce the appointment of Ray 
Sinz as representative in southwest- 
ern and southern territories. His base 
will be the company’s Houston office. 

Mr. Sinz, a navy veteran and grad- 
uate of the University of Texas, has 
had experience in advertising and 
newspaper journalism. 


Ray Sinz 
Watchmakers of 
Switzerland 





Zodiac Watch Agency announces 
the appointment of Arthur DeCoster 
as salesman. Mr. DeCoster is as- 
signed the state of Texas and will 
reside in Houston. 


Zodiac’s midwest territory with 
headquarters in Chicago is being cov- 
ered by Barney Kaplan. 


Briggs, Bates & Bacon Co., Attle- 
boro, Mass., announces the following 
appointees: 

Harold I. Riley will cover the north- 
west and west coast territories. Mr. 
Riley has been active in the jewelry 
business for many years and is well 
known to wholesalers throughout the 
area. 

Israel Rotor will cover the mid- 
west territory, including the south 
central states. Mr. Rotor has been 
associated with the jewelry trade 
for several years. 

Charles W. Webb will cover the 
southeastern territory. Mr. Webb is 
well known to wholesalers and re- 
tailers throughout this territory. 

Herbert Greenberg will cover the 
northeastern and mid-Atlantic states. 
Mr. Greenberg has recently taken 
over the active sales effort for the 
company in the metropolitan New 
York and Maiden Lane areas in con- 
junction with the rest of his territory. 


Schick Incorporated announces the 
promotion of Gerard Hyman to East- 
ern District Sales Manager. Mr. Hy- 
man assumed his new duties on Sep- 
tember 15, at his headquarters in New 
York. 

Mr. Hyman joined Schick in April, 
1952, as Sales Supervisor of the Mid- 
dle Atlantic States. He was promoted 
to New England District Sales Man- 
ager in February, 1956. 


Gerard Hyman 
Schick, Inc. 





J. C. Boardman Co., New Haven 
manufacturer of sterling hollowware 
and serving pieces is now represented 
in the Southwest by J. Carl Gould. 
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RATES AND REGULATIONS 


CLASSIFIED ADS 


Cash in Advance 


“SITUATION WANTED" —Regular type $2.00 first 25 words; 
tional words, 10 cents per word. Heavy type $7.00; 


addi- 
addi- 


tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 


tions count as words. 


© If answers are to be forwarded, 20 cents 


extra to cover postage must be enclosed. 
® No Agency Commission. 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, de not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 











Situations Wanted 








BOOKKEEPER, highly capable and ex- 
perienced, seeking responsible position. 
Address “S., 2466,” care of JC-K. 





DIAMOND buyer, thoroughly experienced 
in loose and mounted diamonds: good 
background: excellent references. Ad- 

dress “F., 2446,” care of JC-K. 


_— 








SALESMAN ; loose goods young man: 10 
years’ experience with following; seeks 
change in _ position; references fur- 
nished. Address “232,” care of JC-K. 

YOUNG man diamond polisher, experi- 
ence in diamond office seeks opportunity 
in diamonds or related field; 25, single, 
draft deferred. Kolman Ehrenreich, 198 
Wilson Street, Brooklyn, New York. 











EXPERT salesman, window trimmer, dia- 
mond merchandiser; available high 
grade store; North Jersey or eastern 
Pennsylvania. Address “S., 2457,” care 
of JC-K. 





THOROUGHLY experienced man, 36 
years old, desires position with whole- 
saler or manufacturer of diamonds, 
watches, fine jewelry; New York City. 
Address “S., 2445,” care of JC-K. 


MANAGER; thoroughly experienced in 
every phase of retail credit operation; 
top salesman, married, age 38; locate 
anywhere. Address “C., 2427” care of 
JC-K., 





SALESMAN seeks better portable dia- 
mond line; semi-mounted included; key 
cities New York, New England, Penn- 
sylvania; enviable merchandising facul- 

ties: bondable. Address “S., 2438,” care 
>-K. 





a Y~ 


CREATIVE diamond salesman; highest 
calibre; middle age; available heavy 
traffic time payment store; successful 
intensified experience all departments; 
references. Address “S., 2474,” care 
of JC-K. 


FOR NOVEMBER, 1956 


DIAMOND assorter and appraiser; ex- 
perienced ir mounting rings, fill orders; 
number of years with large ring manu- 
facturer; references: New York City 
, 7 ~ alee Address “P., 235,” care of 


—_ 
— . 





WATCHMAKER, good combination man, 
ten years’ experience, employed family 
man, age 35, salary $350.00 plus per- 
centage, finest reference, excellent ca- 
pabilities. Address “I., 2419,” care of 
JC-K, 





MATURE salesman available; experi- 
enced in diamonds, watches, jewelry: 
large following in New York State, 
parts of Penna. and Ohio; ability to 
check own credits and to collect. Ad- 
dress “G., 2433,” care of JC-K. 








WELL known diamond buyer for 10 years 
with one of New York’s largest diamond 
ring manufacturers, selling the retail 
trade, seeks position with top firm only; 
excellent references. Address “233,” 
care of JC-K. 








MERCHANDISER coordinator; 12 years’ 
experience selling, managing and mer- 
chandise control, seeking career with 
progressive organization with room for 
advancement; start January Ist. Ad- 
dress “G., 2459,” care of JC-K. 

WATCHMAKER, capable and seasoned; 
also qualified accountant, business ad- 
ministration degree; financial and tax 
matters, inventory control and state- 
ment preparation ; permanent promising 
connection utilizing either or both skills. 
Address “A., 2450,” care of JC-K. 














YOUNG woman, many years experience 
in wedding and engagement ring line: 
production, merchandising, buying, sell- 


ing, styling; all office routine handled 
and directed; able to supervise orders 
from start to finish: excellent refer- 


ences. Address “K., 2448,” care of JC-K., 





SALESMAN, twenty years’ selling expe- 
rience with large following among re- 
tail jewelers, desires to represent re- 
liable manufacturer or wholesaler, pref- 
erably one located in Newark, New Jer- 
sey; available immediately. Address 
“K., 237,” care of JC-K. 





LOS ANGELES; incomparable retail ex- 
perience, sales building record with top 
California and New York independent, 


chain, major department stores; buy- 
ing, selling, promotion, managerial ; 
diamonds, watches, jewelry. Charles 
Hynes, Telephone Dunkirk 7 - 0065, 
Apartment 311. 








SALESMAN now covering the ten South- 
ern states with extra heavy line of 
sterling hollowware, desires good heavy 
line of plated hollowware to carry also; 
only calling on the better jewelers and 
large department stores; excellent ref- 
erences. Address “P., 2468,” care of 
J 





DIAMOND buyer now associated with 
large Fifth Avenue diamond firm 
wishes to purchase for another large 
account; have spacious buying 
office; can save thousands of dollars 
each year in buying of diamonds; 
excellent references. Address, “236” 


eare of J C-K. 


MANAGER, top salesman, presently ¢m- 
ployed, desires permanent employment 
with progressive jewelry store; 25 
years’ experience in all phases of credit 
jewelry store operation; family man 
with excellent references as to character 
and ability; prefer northwest but will 
go anywhere. Address “H., 2465,” care 
of JC-K. 








MANAGER and supervisor; 12 years in- 
tensive retail experience, chain and in- 


dependent; all facets selling, buying, 
promotions, advertising, credit, sales 
training; enthusiastic, 37, family, col- 


NYU Jewelry Manage- 
ment Course; prefer southern location 
with opportunity of part ownership. 
Address “V., 2424,” care of JC-K. 


lege graduate ; 





WHAT can I do for you? Ambitious, en- 
thusiastic and successful jewelry sales- 
man desires to return to jewelry field; 
have represented top houses in the mid- 
west, carrying full lines of watches, 
diamonds and general jewelry; at pres- 
ent advertising and promotion manager 
of largest stationery firm in the world; 
have personal retail jewelry following 
of over 500 accounts, including whole- 
sale and catalog firms; bondable and 
ean furnish excellent character refer- 
ences: desire a mutual, profitable con- 
nection with a top house in the midwest. 
Address “H., 2464,” care of JC-K. 


Lines Wanted 











EXPERIENCED salesman wants spe- 
cialty line for jewelry and gift stores 
for State of Florida. Address “G., 2463,” 
care of JC-K. 





SALESMAN with Fifth Avenue showroom 
desires to represent manufacturer or 
importer of silverware or allied lines; 
travels Boston to Washington ; commis- 
sion. Address “238,” care of JC-K. 








EXPERIENCED mounting salesman, Chi- 


cago and Midwest seeks additional ring 
lines, gents’ mountings or general stone 
rings preferred, serving wholesalers 
and chains in area. Address “L., 2451,” 
care of JC-K. 





WEST Coast salesman, 


WEST coast representative with envious 


reputation calling large credit stores 
desires reputable manufacturers line on 
commission basis; can furnish highest 
of references. Address “B., 2435,” care 
of JC-K. 





California resi- 
dent with best established retail follow- 
ing and years of experience in diamond 
ring selling desires short but strong 
diamond ring line, priced right. Address 
“D., 2426,” care of JC-K. 





TOP line sales representative, 15 





years’ 
experience, accustomed to high income 
seeks first rate line for east coast and 
midwest, to manufacturers, jobbers, 
chains and retailers. Address “C., 2294,” 
eare of JC-K. 





(Continued on page 172) 
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(Continued from page 171) 
LINES WANTED—Continued 


| em 

EXPERIENCED salesman, excellent fol- 
lowing leading jobbers, wholesalers, 
manufacturers, Greater New York, is 
interested in castings, gold, platinum 
mountings, pearl jewelry, charms, watch 
cases or attachments. Address “B., 
2443,” care of JC-K. 


SALESMAN ; 15 years’ experience selling 
jewelers, department stores, better gift 
shops, looking for plated hollowware 
or sterling novelty line; _ territories 
covered: New York City, Philadelphia, 
New Jersey, New England. Address 
“M., 239,” care of JC-K. 

















BOSTON and surrounding territory; op- 
portunity for top manufacturer to ob- 
tain services of resident salesman who 
has an intimate following among all 
retail jewelers and volume users; con- 
scientious, ambitious salesman with 
finest trade reference. Address “M., 
2449,”" care of JC-K. 


SUCCESSFUL and proven producer for 
over 20 years in the jewelry field seek- 
ing permanent connection as West 
Coast representative of well established 
manufacturer; have thorough knowl- 
edge of advertising and sales promotion 
and am well known on Pacific Coast; 
available for interview after December 
1. Address “C., 2479,” care of JC-K. 








WELL established mounting salesinan, 
Chicago and midwest, interested in 
top quality line, gents or ladies 
bridal sets; excellent following 
among first line whoiesalers and in- 
stalment chains; best references; 10 
years’ road experience. Address Cir- 
cular 332, Heyworth Building, Chi- 


cago 2, Illinois. 


Side Lines 











WEST Coast representative gents’ mount- 
ings very clean fast selling 7% com- 
mission, send references and particu- 
lars. Address “F., 2452,” care of JC-K. 


SALESMEN wanted by manufacturer 
of an extensive line of 14K gold 
charms and discs. Address “R., 
2390,” care of J-CK. 


HUNDRED dollars and more a week com- 
mission showing one tray of samples to 
the better jewelry stores; if interested, 
send references and territory desired. 
Address “M., 2401,” care of JC-K. 


MANUFACTURER of fine costume 
jewelry wants association with repu- 
table wholesaler dealing in better 
priced exclusive line. Address **M., 


2200,”’ care of J-CK. 


AVAILABLE for mid and southwest 
salesman, short diamond set ladies’ 
gold ring line, diamond set watch cases 
and attachments; good man can draw 
against commission. Address “W., 
2462,"" care of JC-K. 























SALESMAN to represent a manufacturer 
of jewelry ; must have a non-conflicting 
line; strictly commission basis; quick- 
selling line; state territory and expert. 
ence and write in detail. Address “S., 
2430,” care of JC-K. 


SALESMAN wanted to carry sideline of 
low priced jeweled imported 
watches; small line, but every num- 
ber a fast seller; most territories 
open; Address, “B., 2421,” care of 
J C-K. 


FINE manufacturer’s line of 14K 
jewelry, discs, brooches, bracelets, 
rings, etc., with cultured pearls and 
or genuine colored stones; suitable 
for better stores; all territories 
open; commission basis. Address, 
“N., 2420,” care of J C-K. 














SALESMAN with following in smaller 
towns Midwest, Southwest; carry sam- 
ple line completely mounted diamond 
bridal sets; retail price layouts and 
displays ; men’s sample mountings, semi- 
mounted bridal sets; non -conflicting 
line satisfactory. S. Reiman & Sons, 
Inc., 64 West 48th Street, New York 36, 
New York. 


REPRESENTATIVE; to call on jewelers 
with our line of ladies’ and men’s 14Kt. 
gold overlay jewelry in towns not now 
covered by our own sales force; desire 
a man with an established territory 
carrying a non-conflicting line; commis- 
sion basis; give complete information 
as to experience, territory and lines 
now carried ; references required. Krem- 
cs Co., 49 Chestnut Street, Newark 


MANUFACTURERS representative; to 
carry side line of non-competitive, gold 
filled, imported pierced earrings; this 
line is well established, considered the 
finest line of its kind in the country 
and sold through wholesale jewelers 
only; territory open: mid-Atlantic, 
south Atlantic and south; commission 
basis; in answer, please write what 
states you cover and what lines you 
carry. Address “P., 2470,” care of 








ee cricenmmanner cena seen 
Help Wanted 


WANTED; A-1 jeweler, who can repair 
oat Se, ones. Address “V., 1461,” care 
oO -K. 


WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care of JC-K. 


SALESMBPN (2) for Chicago and Pacific 
coast to carry line of men’s jewelry and 
novelties. Address “R., 2456,” care of 


WANTED; watchmaker interested in pur- 
chasing store; midwest town, terms; 
owner wishes to retire. Address “M., 
2476," care of JC-K. 


SALESMAN with following in Midwest, 
to carry side line of fast moving wed- 
ae Address “H., 2460,” care 
oO -K. 


SALESMAN wanted to carry as side line 
through the middle west and south a 
popular priced line of platinum rings; 
drawing against commission. Address 
“O., 2472,” care of JC-K. 


JEWBILRY salesman to represent a manu- 
facturing jeweler, mountings and wed- 
ding rings, exceptional opportunity for 
young aggressive man. Address “L., 

2478,” care of JC-K. 


DIAMOND salesman to represent large 
New York loose goods house in mid- 
west, Chicago and adjacent cities; 
give full details in confidence. Ad- 
dress “*A., 2458,” care of J C-K. 


WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city, permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165," care 
of JC-K. 


WATCHMAKER, experienced; capable of 
doing light jewelry repair; southeastern 
Kentucky town; state age, experience, 
































salary expected, references in first 
letter. Address “D., 2471,” care of 
JC-K. 





WATCH repairman; for all types of 
watches; must be qualified for head 
watchmaker in two years; retail store 
northeast Iowa; state salary expected 
and qualifications. Address “A., 2423,” 
care of JC-K. 


JEWELER age from thirty to forty who 
is a very good mechanic with business 
ability ; one desirous of a future; write 
in detail; must come highly recom- 








mended. Address “S., 2429,” care of 
JC-K. 
SILVERWARE engraver and leather 


goods stamper; full or part time; per- 
manent position; thorough knowledge 
of hand engraving essential. Apply 
Abraham & Straus, 420 Fulton Street, 
Brooklyn, New York. 




























































































EXPERIENCED quality watchmaker 
for fine, well rated, retail jewelry 
store; finest facilities and working 
conditions; salary, permanent; 
Sharfmans, 521 Main Street, Wor- 
cester, Mass. 

TOP salesman wanted; for midwest ter- 
ritory of old line, well advertised dia- 
mond ring house; excellent opportunity 
for the right man; send full resume 
and photo; interview will be arranged 
strictly confidential. Address “T., 2432,” 
care of JC-K. 


SALESMAN wanted; leading manufac- 
turer of gold filled and sterling men's 
and ladies’ line distributed through 
wholesalers has opening about Decem- 
ber lst in eastern territory; salary and 
expenses, car required. Address “S., 
2481,” care of JC-K. 


SALESMAN for exclusive watch line 
calling on fine jewelers; protected 
territories open; liberal commis- 
sion; only those with excellent ref- 
erences need apply; complete infor- 
mation first letter. Address “F., 
2442,” care of J C-K. 


SALESMEN; manufacturer of lowest 
priced four inch sterling on glass 
coaster ash tray, etc., has several 
choice territories open as sideline; 
commission basis; Tarlton Silver 
Corp., 143 West 20th St., New York 
City 11, New York, Chelsea 3-1710. 


DIAMOND setter; would you like to live 
in a very clean and fine city? Living 
conditions are very good; we have a 
top quality plant, with very satisfactory 
working conditions, top wages, year 
round work, paid vacations and holi- 
days. Russ Jensen & Sons, 623% 
Adams, Toledo, Ohio. 

MANAGER for retail credit jewelry store 
in expanding southern chain; age 28 to 
35; give full particulars of past five 
years history and present salary; re- 
plies confidential; interviews will be 
arranged this fall; position available 
January next year. Address “M., 2454,” 
eare of JC-K. 

SALESMAN: permanent position open for 
aggressive man with all around experi- 
ence; cash, credit store, knowledge of 
window trimming, credits and collec- 
tions: good opportunity for person with 
initiative: New York City. Klausner’s, 
428 Knickerbocker Ave., Brooklyn 37, 
New York. 


MANAGER excellent opportunity with 
watch importer; experienced; su- 
pervise production, purchasing, 
credits, sample lines, correspon- 
dence; full information and refer- 
ences first letter; replies strictly 
confidential. Address, “R., 2428,” 
eare of J C-K. 


SALESMAN wanted for Michigan, 
Pennsylvania, Ohio, West Virginia 
and Virginia; for complete diamond 
jewelry line; nationally known; 
write giving qualifications and ex- 
periences; commission basis; Harry 
& Ben Frackman, Inc., 20 W. 47th 
St., New York 36, New York. 


SALESMAN wanted; for entire west 
coast territory; well established manu- 
facturer of popular priced line of sil- 
ver plated hollow-ware are looking for 
good representation ; drawing account or 
straight commission basis; no objection 
to one or two side lines; ours is a major 
line; have well established accounts. 
Address “I., 2431,” care of JC-K. 


SALESMAN, midwest territory open 
for aggressive, experienced man, to 
represent manufacturer of fine 
quality gold and platinum mount- 
ings, hundreds of established active 
accounts; resident preferred; liberal 
commission, drawing; no objection 
to side line. Address, “M., 2473,” 
care of J C-K. 









































172 





THE JEWELERS’ CIRCULAR-KEYSTONE 


























COLLECTION and credit manager to su- 
pervise and control a chain of retail 
stores; 20,000 active accounts outstand- 
ing totaling over one million dollars; 
permanent position; fine salary and an- 
nual bonus; state experience since col- 
lege graduation, enclosing recent photo; 
location in middlewest with established 
firm in business over 25 years. Ad- 
dress “R., 2441,” care of JC-K. 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay: 
State age, experience. People’s Watch 
Repair Company, 120 Summit St., 
Toledo, Ohio. 





TWO salesmen wanted by wholesaler 
carrying every top line jewelry, lighters, 
appliances, clocks, silverware, etc.; one 
to cover Virginia, West Virginia, Ten- 
nessee and another for Florida, Georgia, 
Alabama, Mississippi; contacts to be 
made now, line available January ist; 
all replies held in strictest confidence ; 
our men know of this ad. Address “S., 
2309,” care of JC-K. 





WATCH salesman with following 
among fine retail jewelers; watch 
experience desirable but not essen- 
tial; opportunity to grow with re- 
spected organization; a few choice 
protected territories available; $10,- 
000 drawing against liberal commis- 
sion; our men know of this ad; re- 
plies confidential. Address, “F., 
2404,” care of J C-K. 





SALESMAN; nationally known diamond 
ring house adding to our sales organiza- 
tion; have open territories Central 
Middle West, and Southwest: men with 
established retail jewelry store follow- 
ing need apply; $10,000 drawing ac- 
count against commission; give de- 
tailed antecedents in first letter: our 
men know of this ad; all information 
kept in strict confidence. Address ee 
2461,” care of JC-K. 





SALESMAN ; for long established whole- 
sale jewelry house; must have experi- 
ence in calling on retail jewelry trade 
in central and southern states; perma- 
nent connection and pleasant working 
conditions for man with ability and 
willingness to work hard for good com- 
pensation; please give complete details 
in application which will be considered 
confidential. Address “K., 2444,” care 
of JC-K. 





SALESMAN, southern territory open 
for aggressive, experienced man, to 
represent manufacturer of outstand- 
ing nationally advertised line of 
ladies’ and men’s 14K jewelry and 
distinctive gold watches; many estab- 
lished accounts; resident preferred; 
drawing against commission; other 
line considered. Chesterfield Jewel- 
ers, Inc., 33: West 46th Street, New 
York, New York. 





BUYER, experienced in diamonds, 
watches and jewelry and promotional! 
merchandise ; usually carried in a popu- 
lar priced retail credit jewelry store: 
annual salary $10,000.00 plus hand- 
some percentage and annual bonus; 
State age, recent history last ten years, 
enclosing photo; this is a permanent 
position with an excellent future; large 
city in the middlewest; replies con- 
—— Address “R., 2440,” care of 





STORE manager; 


unusual opportunity 
for experienced retail credit manager to 
operate a successful downtown store in 
the middlewest; earnings $10,000.00 to 
$15,000.00 yearly based on salary, per- 
centage and annual ‘bonus; must be 
very capable, high powered, fast mov- 
ing, and know every phase of the credit 
jewelry business; send photo and zom- 
plete resume of experience last ten 
years ; replies confidential. Address 


R., 2439,” care of JC-K. 

















IMMEDIATE opening for better than 
average credit jewelry salesman to as- 
sist owner of medium sized store that 
is growing; good salary plus commis- 
sion; good hours and congenial work- 
ing conditions in pleasant community 
1% hours from Manhattan; if you are 
ambitious and interested in a genuine 
opportunity for management and event- 
ual part ownership, write complete de- 
tails in confidence to Saniel’s Jewel Box, 
270 Main St., Poughkeepsie, New York. 





AGGRESSIVE sales representative for 
nationally known line of rosaries 
and religious medals; Louisiana, 
Texas territory open January Ist; 
highest commissions, many £ 
accounts, staple quality line; prefer 
person carrying jewelry or non 
competing religious line with follow- 
ing among retailers and depart- 
ment stores; state age, experience, 
lines carried and references. Ad- 
dress “K., 2467,” care of J C-K. 


SALESMAN wanted for west coast terri- 
tory; large well known manufacturer 
of complete line of popular priced ster- 
ling silver hollowware and baby goods 
is realigning territories and can use a 
wide awake salesman on the west 
coast; our line is well known to depart- 
ment stores, jewelers and wholesalers; 
we have many active accounts; we have 
no objection to a noncompeting com- 
panion line; please furnish complete 
details as to present lines, background 
and experience. Address “C., 2434,” care 
of JC-K. 








SALESMEN wanted: a well establishea 
large manufacturer of a popular priced 
line of silver plated hollowware is look- 
ing for good representation for the fol- 
lowing territories: one man for New 
England territory, State of Pennsyl- 
vania and New York State, except 
Greater New York City: another man 
for southeastern or southwestern terri- 
tory ; straight commission; no objection 
to one or two short side lines; ours is 
a major line; have well established ac- 
counts. Address “L., 2405,” care of 
JC-K. 





JEWELRY salesmen, retail following, 
compact money-making line, sell pat- 
ented vari gem, gold stone rings; only 
line where retailer himself can inter- 
change and securely reset a variety of 
birthstones and onyx stones in a vari 
gem ring in 60 seconds; dynamic sales 
producing promotion program; excel- 
lent commission ; territories open: Mich- 
igan, Ohio, Pennsylvania, Maryland, 
Washington, D. C., Virginia, West Vir- 
ginia, Texas, and Louisiana; protected 
territories; supply references and ez- 
perience; confidential. David Pfeffer 
Co., Inc., 106 Fulton Street, New York, 
New York. 








For Sale 


Steres, Stecks and Businesses 





FOR sale jewelry store and a gift shop, 
Iowa town 2000: want to retire; good 
opportunity for watchmaker. R. L. B., 
928 West 9th Street, Waterloo, Iowa. 





CAPE Cod; jewelry and watch repair 
business, good stock: modern fixtures, 
one man operation, inventory approxi- 
mately $9,000. Write Mrs. Eastman, Box 
494, Dennisport, Mass. 





JEWELRY store, south central Illinois; 
new fixtures, good lease, low rent; main 
street location; leading lines. Write 
Hunt’s Jewelers, 305 E. Main, Olney, 
Illinois. 





JEWELRY store for sale account of re- 
tirement; 30 years established; long 
lease with or without stock. Schles- 
singer, 116 Nassau St., New York, Beek- 
man 3-0939. 





ENGRAVING business; year round steady 
volume; hand and machine; will teach 
machine work if necessary; good down- 
town location; midwest. Address “H., 
2469,” care of JC-K. 








FOR Sale; established jewelry store in 


midwest city of 22,000; excellent op- 
portunity for watchmaker and wife; 
terms; reason for selling we wish to 
— Address “M., 2242,” care of 





GOOD opportunity for enterprising watch- 


maker in well established watch and 
jewelry repair store; 20 years in down- 
town Brooklyn Borough Hall; without 
stock $2,500. J. Nord, 50 Clinton Street, 
TR 5-2242. 





ESTABLISHED jewelry store over 75,000 


cash business annually; all sterling, fine 
watch, jewelry franchises; up to date 
stock, fixtures; western New York 
State, poor health; will sacrifice. Ad- 
dress “J., 2453,” care of JC-K. 





HOME and store; 3 bedroom home, store 


attached; best residential section; ex- 
cellent business location; ideal for very 
good watchmaker; $17,500 — $10,500 
cash, balance $75 month; for detailed 
information and pictures, write James 
A. Esser, 3104 Granada, Tampa, Florida. 





SACRIFICING store and fixtures due to 


death of one of owners after 47 years 
successful business; thriving county 
seat of 7,000; 100@% business location ; 
clean stock and fixtures; can be bought 
for $16,000. Wood & Seybold Jewelers, 
Hillsdale, Michigan. 








THIS is a true sacrifice ; I will accept any 


offer for my store with all fixtures, 
safe and register; located on main 
street since 1940 in big city New 
England; about $30,000 yearly watch 
repairs and sales; I took sick and have 
nobody to manage it. Address “W., 
2475,” care of JC-K. 





FOR sale or partnership; old established 


plated hollowware manufacturing plant 
which is also doing repairs; modern 
building and equipment, midtown Man- 
hattan, 3300 square feet; long lease, 
reasonable rent; excellent opportunity 
for one or two with following in this 
line; going business. Address “O., 
2477,” care of JC-K. 





CREDIT jewelry store for sale, lo- 


eated in highly industrialized sec- 
tion of middle Tennessee; top lines, 
good lease, completely remodeled 
recently, 100 per cent location; ter- 
rific potential for live wire operator ; 
terms. available to responsible per- 
sons. Address, “H., 2480,” care 
J C-K. 











HIGH type retail jewelry store in 


Florida’s fastest growing town, 75,- 
000 permanent population; $100,- 
000 inventory, well divided between 
silver, watches, diamonds, and jew- 
elry; all leading lines; over 100 pat- 
terns sterling flatware in stock; 
owner wishes to retire; will arrange 
good terms to reliable buyer; would 
make ideal branch for northern 
store because of winter visitors; 
store established 1922 in Florida. 
Address, “M., 2437,” care J C-K. 














LOCATION in heart of Montgomery, 


Alabama; this has been a jewelry 
store for a total of 30 years; re 
cently closed; will sell all floor and 
show case fixtures, a National Cash 
Register installment posting ma- 
chine, five ton air conditioning 
carrier system, everything in the 
store for $3,000; over the lease of 
$450.00 a month for about seven 
years; imagine; you're in business 
and do not have to buy a stores 
questionable accounts receivable and 
inventory for only $3,000; write 
or telephone M. R. Rubey, 251 
Dauphin St. in Mobile, Alabama. 





(Continued on page 174) 
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For Sale 


Tools, Equipments 





ENGRAVING machine; New Hermes 
model G.M. with jewelry and baby cup 
holders; 6 years old, excellent condi- 
tion, $200.00; type available extra. A. 
McHenry & Co., Hornell, New York. 





NATIONAL Cash Register bookkeeping 
machine, two drawers, in perfect con- 
dition, model 2000-#27 488703, 2206664 
up2C. $500.00 FOB Los Angeles. Hart’s 
Jewelers, 6362 Van Nuys Blvd., Van 
Nuys, California. 

eee ¢ 


COMPLETE; 3 sets of tools for ladies’ 
expansion watchbands:;: 1 set for men’s 
ratchet ; 1 set for men’s lock: 1 set for 
ladies lock; will sell reasonable. 
Classique Mfg. Co., Inc., 181 Water St., 
Pawtucket, Rhode Island. 











GOED ADDONS ELT A RN NTT 
Business Opportunities 








EVERY EFFORT is made by The Jewel-' 


ers Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock 
in the country; established in 1903; 
for details see our advertisement on 
page 33. 





ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago 26, Ill. 





JEWELRY — China — Objects Dart; 
Auction service. See page 88. 
Thomas J. Faussett, Howell, Mich. 





COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 


Massachusetts. 





RENTAL space available; top men only; 
jeweler, engraver, setter, crystal grind- 
er; wonderful opportunity; fastest 
growing community. Phoenix Jewelers 
Supply, 27 West Roosevelt, Phoenix, 
Arizona. 








IF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sale; Colmes & Brill, 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 


ad page 152. 


SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


ATTENTION; diamond dealers, jewelers 
and watchmakers, opportunity to go 
into business for yourself for as little 
as $2.50 per day; apply to George 
Harris, Manager, Manhattan Diamond 
Center, 80-82 Bowery, Canal 6-7705- 


7706. 














DO you wish to raise cash, rebuild, move 
or retire! We will conduct a dignified 
sale, auction or retail, or buy entire 
stock for cash and pay highest $; best 
references; write or wire collect for 
immediate action, auctioneers and ap- 
praisers since 1923. Penn Jewelry Sales 
Co., Washington Square Building, Phila- 
delphia 6, Pa. 

DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection, Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 97 for additional details. 











Wanted to Purchase 





CASH for your surplus merchandise; we 
buy everything that is handled in a 
jewelry store; watches, diamonds, rings, 
jewelry, silverware and fountain pens; 
check sent same day; all shipments 
held intact for your approval; refer- 
ences, Dun & Bradstreet, First City 
National Bank, Houston, Texas. Dia- 
mond Jewelry Company, 1003 Fannin 
St., Houston, Texas. 


WANTED; used weight powered, sixty 
beat compensated pendulum, precision, 
or observatory regulator clock or move- 
ment; might use Riefler or Leroi type. 
Jesse Wootton, Room 897, 20 N. Wacker 
Drive, Chicago 6, Illinois. 



























































































$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronical Bldg., Hous- 


ton, Texas. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 


BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 


FINE watch repairing for the trade; all 
work guaranteed for 1 year; 3 to 5 
days service; Watchmaster tested ; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, 


Til. 

QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 
Aron, 62 West 47th St., New York, 
N. ¥. 


TOWER clocks: electrification; repairing 
new movements; indoor, outdoor clocks ; 
bank and post clocks, thermometers; 
sports timers, bell ringers, clock reset 
controls; telechron movements; round 
or square clocks. Rodgers Clock Ser- 
vice, 2012 Derry Street, Harrisburg, 
Penna. 


scene i ee name me stemmmm 
Special Order Work and 


Repairs for the Trade 























ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished 
and cut; fraternal emblems encrusted: 
stone and gold seal engravings; special 
orders. Harry Braunfeld, 108 Fulton 
Street, New York City. 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 
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HOW'S YOUR ATTITUDE QUOTIENT? 


° “I suggest that the jeweler makes a mistake 
by giving the impression that, though the pub- 
lie’s living conditions have changed, his inven- 
tory (what he has to sell) remains unchanged.” 

So said Paul Tschudin, director of the Watch- 
makers of Switzerland Information Center, New 
York, on October 7, in a talk before the Corpora- 
tion of Watchmaker-Jewelers of the Province of 
Quebec. 

He made no attempt to depreciate the merchan- 
dising importance of maintaining tradition, but 
he continued, “Though most stores have re- 
modeled, rearranged their fixtures, restyled their 
windows and many have inventories including 
the latest in jewelry store items and have ex- 
panded their stock to include such lines as house- 
hold electrical appliances and china and glass, 
the inventory display still gives the impression 
that it has been unchanged.” 

Though Mr. Tschudin’s talk was delivered in 
the language of the French-speaking province of 
Quebec, this thought suffers no loss in transla- 
tion. 

His ponderable point suggests that jewelers 
take a look at their attitude to see if that is as 
up-to-date as their stock, their stores and their 
fixtures. 

Too often businessmen will spend impressive 
amounts of money to modernize their physical 
plant and their stock without spending any time 
to change their basic thinking to put it in line 
with the present attitude of their customers. 

If you do have an efficient operation designed 
to enable the public to have more fun while 
shopping for fresh, new items, then let the public 
know it. Let the public know it by means of 
fresh, new merchandising ideas and interesting 
and dramatic displays—reflections of your atti- 
tude toward the public’s current interests. 

They will respond. Everyone likes those who 
think in terms of the needs of others. 


RIBBONS AND BOWS—AND CHERUBS 


° A clipping from a late September issue of the 
New York Herald-Tribune was recently sent us 
by a reader. Said he, in a note accompanying the 
tearsheet, “This is representative of the efforts 
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being made by other industries to cut into the 
jeweler’s traditional Christmas market.” 

For, the article carrying a two-column illustra- 
tion, showed 14 girls prettying up bottles of Hiram 
Walker whiskey, with metal-faced wrapping paper 
and elaborate ribbons and bows. The whiskey 
was of course, being readied for the Christ- 
mas trade—and as the article stated, “The luxury 
wraps are expected to reach the retail level some- 
time late in November.” 

Because of such activities by other industries, 
let us all be grateful to those organizations and 
individuals in our industry who, through “Opera- 
tion Cherub” have provided a national promotion 
to protect the jeweler’s traditional share of the 
Christmas gift business. 

Are you all set as an individual operator to 
make the most of this promotional opportunity 
at the local level; in your community? 

If not, there is yet time. Send today for your 
kit which is waiting to be mailed you from the 
JIC at 608 Fifth Ave., New York. 


HOLD YOUR HATS—HERE WE GO— 


® Release after release has come to our desk from 
numerous reliable sources predicting that a new, 
all-time record will be established in retail sales 
during the months of November and December, 
this year. 

A conservative, average prognostication is that 
of the Chamber of Commerce of the U. S. which 
anticipates an increase of 7.3 per cent over the 
same two months of last year. 

Are you prepared in the way of extra help and 
its training—in promotional plans—in window 
displays—in advertising—in gift wrapping ser- 
vice—in fresh, adequate stock—to go after your 
seven per cent increase? 

If not, someone else will grab your share of the 
increased volume—for you can be sure that these 
extra gift dollars will not be divided in neat pro- 
pertionate piles among all jewelers. 
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Letting big-profit gift sales walk by? 
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These 5 new 
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in to you! 





















You know that the jewelry store business has 
waited long for a complete line of popular- 
priced gift items of jewelry store quality. 
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Here they are! Five exquisitely styled sets 
of matched crystal and fine silverware, all 
made to sell for under $7.00! 
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Heavy crystal dishes are appliquéd with 
silver in motif to complement the graceful 
design of Flair, fastest-selling pattern in 
silverplate. The name 1847 Rogers Bros. 
stamps these gifts as top quality. 
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Gift volume is waiting! Your 1847 Rogers 
Bros. Representative or Approved Whole- 
sale Distributor is the man to call. 
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This display is free with order for 
15-pe. Unit No. 1115 which in- 
cludes nine $3.95 items. Total retail 
value, $74.25, less regular discount. 





1947 1847 ROGERS BROS. 


America’s Finest Silverplate Made only by 











$100 


DINNERWARE SPECIAL 


AS ADVERTISED IN 








4Q0O-pc. DINNERWARE SET FOR ONLY °1°22 


WITH REG. °5975 SERVICE FOR 8...IN 


TUDOR PLATE oneida Community 


by Oneida Ltd. Silversmiths 


You won't want to miss featuring this impressive offer! For nearly nine million readers 

will see it in a full-page advertisement in Look magazine, November 27 (on the 

newsstands November 13). 

Ripe for holiday-gift seekers, here’s what the offer includes: 52 pieces of Tudor Plate 

in choice of New Era,* Together,* or Bridal Wreath* patterns, in handsome mahogany- Bec. dinnerware st 
finish drawer chest. Plus a complete set of high-glazed dinnerware in lovely Magnolia a 
pattern .. . for just $1 more than the price of the silverware alone! with re, service i 
Don’t forget to remind customers that famous Tudor* Plate Oneida Community is made vee 
and guaranteed by Oneida Ltd. Silversmiths; besides having exceptional quality 

features—like forged knives, serrated blades, extra overlays of silver at wear points. 


Order now, before this value-laden offer breaks! 


ee 


LOOK, Nov. 27; Newsstand, Nov. 13 


* TRADEMARKS OF ONEIDA LTD., ONEIDA, N.Y. 





